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A medical man who accepts a fee 
for professional endorsement of an 
advertised product these days has to 
dodge a lot of brick-bats hurled by 
his outraged brethren. The only 
thing that would produce more and 
bigger ones would be to write his 
endorsements for nothing. 

~ * * 


The lumber industry is lamenting 
the passing of the hickory shaft for 
golf clubs, the substitute product 
having made inroads here as in 
other wood-using fields. And you 
don’t hear so much nowadays about 
the use of the hickory stick in stim- 
ulating interest in education, but 
then that was always confronted by 
a shrinking market. 

* * ~ 


Friends of Bill Wolff, advertising 
manager of the Western Electric 
Company, have been suggesting 
that his company undertake the 
manufacture of Tom Thumb tele- 
phones. They insist there’s a great 
market for them—for gossip and 
other small talk. 

* * * 


RKO is advertising Conrad 
Nagel’s new talkie, “A Lady Sur- 
renders,” as “smartly risqué.” This 
description suggests a whole new 
line of word-combinations for use 
with sex-plays and Broadway revues 
—such as “delightfully bawdy,” 
“charmingly naked” and “elegantly 
vulgar.” ’S a great idea. 

* ad x 


“Fish markets should not smell 
as they do,” remarks The New Era 
in Food Distribution editorially. If 
and when fish markets no longer 
smell as they do, we shall really 
have a new era in food distribu- 
tion. 

~ * * 

An unsuccessful effort has been 
made to obtain from the Bureau of 
the Census the names and addresses 
of illiterates. Is someone trying to 
develop a virgin field for a new 
book-of-the-month club? 

* 7” * 


“One explanation of the recent 
slump in picture production on the 
Coast,” says James Quirk, of Photo- 
play, “is that the producers couldn’t 
make up their minds what picture to 
imitate next.” 


Copy men seldom have any such 
difficulties. * 
* * 7 


Now that Bill Rankin seems to 
have arranged to collect an old debt 
from his friends in the outdoor 
advertising business, thus establish- 
ing his reputation as a successful 
bill-collector, why not send him over 
to France to collect an odd billion 
or two of the war loans? 

* * ~ 


“ The Editor and Publisher was 
somewhat mystified to find as many 
linotype operators in newspaper 
composing rooms in 1930 as in 1929, 
when the volume of advertising to 
be set was much greater, but finally 
concluded that it was just the 
union’s idea of maintaining the 
maximum number of jobs. Leave it 
to those boys and they’d lick the 
unemployment problem in no time. 
+ * * 


Home-owners are appealed to 
more successfully through reduc- 
tions in fuel bills, Monarch Metal 
Weatherstrip has found, than by 
talking about mother-love and the 
kiddies. Looks as if advertisers will 
ultimately leave this particular line 
of hokum exclusively to the movies. 


Copy Cus. 


CHICAGO HOLDS 
FIRST NATIONAL 
OUTDOOR EXHIBIT 


Reid's Oil Painting Wins Fits! 
Prize 


The first national exhibit of out- 
door advertising ever staged in this 
country was held in Chicago this 
week by the Advertising Council of 
the Chicago Association of Com- 
merce. Of the original 350 entries, 
100 with a value of $200,000 were 
displayed at the Council’s Thursday 
meeting. 

Marshall Reid, Chicago artist, 
was winner of the grand prize with 
“Yes, Ma’am,” an oil painting for 
the Procter & Gamble Company, of 
Cincinnati. The painting for Oxy- 
dol was lithographed by the Na- 
tional Printing & Engraving Co., 
and placed by the Western division, 
General Outdoor Advertising Com- 
pany. 

Second prize went to Allyn & Co., 
Portland, Oreg., for a poster en- 
titled “Oriental Jade.” Miss Dolf 
Royal, of Portland, was the artist. 
Foster & Kleiser handled the pro- 
duction and servicing. 

Third prize went to the Liggett 
& Myers Tobacco Company, New 
York, for the Chesterfield poster 
entitled, “The Tennis Girl,” drawn 
by C. C. Chambers, of New York. 
The lithographer was the Latham 
Lithographing & Printing Co., the 
agency being General Outdoor’s 
Eastern division. 


Eckhart Heads Jury 

The jury of awards included 
Percy B. Eckhart, vice-president of 
the Art Institute of Chicago, chair- 
man, and Oscar Bryn, art director, 
Erwin, Wasey & Co.; Will Carque- 
ville, art director, George Enos 
Throop, Inc.; Mark Seelen, art di- 
rector, General Outdoor Advertising 
Co., and Duane Wanamaker, vice- 
president and director of advertis- 
ing, Grigsby-Grunow Company. 

Honorable mentions were voted to 
the following organizations: San 
Francisco Fruit Growers Assn., 
Carter, Macdonald & Co., General 
Foods Corporation, James S. Kirk 
& Co., General Motors Corp., Proc- 
ter & Gamble Co., Kellogg Switch- 
board & Supply Co., Colgate-Palm- 
olive-Peet Co., Shell Petroleum 
Corp., and the Liggett & Meyers 
Tobacco Co. 

The awards consisted of placques. 

The speakers at the meeting, held 
in the quarters of the Lighting In- 
stitute, were Andrew Loomis, Chi- 
cago artist, and W. C. Brown, illu- 
minating engineer of the General 
Electric Co., Cleveland. 

Mr. Loomis said that the most 
striking development in art is that 
it is no longer bounded by tradi- 
tion. 

“Today, freedom of expression 
and originality of concept are 
sought,” he said. 

“Art has stepped forward to 
teach business that there is some- 
thing besides materialism. But in 
doing so, art is trying to eliminate 
the non-essentials. Simplicity, di- 
rectness of purpose, is the modern 
keynote. 

Links Seller and Buyer 

“The advertiser is studying the 

buyer, his life, his psychology. The 
(Continued on Page 6) 


New York, Oct. 16.—Photographs 
of wax models of prehistoric mons- 
ters sculptored by Willy Noel pro- 
vided the remarkable illustrations 


Explain Source of 
Fearsome Pictures 
in Mobiline Copy 


the crude oil of the Bradford- 
Allegany district in Pennsylvania 
first began to form,” Mr. Nichols 
explained. 


for the Sinclair Refining Company’s 
new campaign on Mobiline oil. 

“The campaign is designed to 
show the public that the crude oil 
from which Mobiline is refined owes 
its quality to the fact that it has 
mellowed a hundred million years,” 
said J. M. Nichols, Jr., account 
executive of the Federal Advertis- 
ing Agency, which handles the Sin- 
clair account. 

Though most of the models from 
which the photographs were made 
were less than a foot in height, the 
camera reproduces them as gigantic 
creatures. To assure accuracy in 
historical detail, Mr. Noel made a 
careful study of this period, depend- 
ing largely on “The Outline of His- 
tory” by H. G. Wells, and the 
co-operation of officials of the 
American Museum of Natural His- 
tory. 

In some of the advertisements 
scheduled to appear in national 
magazines early next year, photo- 
graphs provided by the American 
Museum will be used. 

The Original Idea 

‘“‘When the idea for this campaign 
was conceived it was our intention 
to build the series around illustra- 
tions representing the period when 


Copy that won the attention of a nation. 


“Investigation developed the fact, 
however, that fish were the world’s 
only living creatures at that time, 
and as all fish look more or less 
alike we had to abandon the idea. 
Instead, we decided on a _ later 
period, when the dinosaurs and 
other huge reptiles had their being, 
though these creatures really lived 
millions of years after the era 
which represents the actual source 
of the crude oil from which Mo- 
biline is refined.” 


The magazines and newspapers 
used in this campaign reach more 
than 52,000,000 readers. 


The general magazine schedule 
includes full-page, two-color adver- 
tisements for the next five months 
in the Saturday Evening Post, Col- 
lier’s, Liberty, Literary Digest, and 
Fortune. 

Full pages are also being used in 
the Sunday rotogravure sections of 
the Atlanta Journal, Chicago Trib- 
une, Cleveland Plain Dealer, Detroit 
News, Columbus State Journal, Des 
Moines Register, Indianapolis Star, 
Kansas City Star, Omaha World- 
Herald and the St. Louis Post-Dis- 
patch. In addition, black and white 

(Continued on Page 15) 


Gillette and Auto Strop Agree to Merge 


Boston, Mass., Oct. 17—The merger of the Gillette Safety Razor Com- 
pany and the Auto Strop Safety Razor Co., of Brooklyn, brings together 
two companies which spent $11,000,000 for advertising this year. 


The elaborate financial arrangements made for the merger recalls 


that Gillette started in 1901 with an investment of $5,030. 


To Form International Grocery Organization 


New York, Oct. 17—Three hundred members of the National Retail 
Grocers Association will sail for Europe shortly to study conditions and 


the competition for i 
according to an authority here. 


consider formation of an international grocers’ association. 
The party will be piloted by Frank Meyer, of Standard Brands, Inc. 


Men Are Now Dyeing Their Locks 


New York, Oct. 17—Finding that gray hair is a definite liability in 
tions, many men are now dyeing their locks, 


CHICAGO TO BE 
ADVERTISING 
CENTER OF U.S. 


A. B. G. Heads List of Gon- 
ventions 


Giving their members an oppor- 
tunity to attend the annual meeting 
of the Audit Bureau of Circulations 
October 23-24, five other organiza- 
tions will convene in Chicago during 
the fore part of the week. They are 
the Inland Daily Press Association, 
Western Council of American Asso- 
ciation of Advertising Agencies, Ag- 
ricultural Publishers’ Association, 
Association of Newspaper Advertis- 
ing Executives and the 100,000 
Group of American Cities. 

The Stevens Hotel will be the 
seene of the big gathering of the 
A. B. C., the first session opening 
at 10 o’clock Thursday morning. The 
A. B. C. urges members to make 
their headquarters at the Stevens 
during the meeting. 


Ralph Starr Butler, vice-president 
in charge of advertising of General 
Foods Corporation, and John Ben- 
son, president of the Four A’s, will 
be the featured speakers at the 
Thursday morning session. They will 
tell how the publisher can make his 
medium of maximum value to the 
advertiser. 


General Meeting Friday 
Thursday afternoon will be de- 
voted to divisional meetings, begin- 
ning at 2 o’clock. General sessions 
will be held both Friday morning 
and afternoon. 


The terms of the following mem- 
bers of the board of directors of the 
A. B. C. expire with the annual 
meeting: 

Advertisers: Ralph Starr Butler, 
General Foods Corporation, New 
York; C. F. Goldthwaite, Canadian 
National Railways, Montreal; Wil- 
liam A. Hart, E. I. du Pont de 
Nemours & Co., Wilmington, Del.; 
L. B. Jones, Eastman Kodak Com- 
pany, Rochester; Arthur H. Ogle, 
Bauer & Black, Chicago; Stuart Pea- 
body, Borden Company, New York; 
M. F. Rigby, Studebaker Corpora- 
tion, South Bend, Ind. 


Advertising agents: Ernest I. Mit- 
chell, Mitchell, Faust, Dickson and 
Weiland, Chicago. 

Newspapers: David B. Plum, 
Troy (N. Y.) Record; H. A. Sprague, 
St. Joseph (Mo.) News-Press. 

Magazines: F. W. Stone, Review 
of Reviews, New York. 

Farm papers: Marco Morrow, 
Capper Farm Press, Topeka, Kan. 

Business papers: Mason Britton, 
McGraw-Hill Publishing Co., New 
York. 

Those attending the A. B. C. 
meeting are urged to turn in their 
railroad certificates at convention 
headquarters at Room 412 Stevens 
Hotel upon arrival, in order to 
attain the minimum of 150 necessary 
to secure fare and a half. 


Barton Completes Program 
Plans for the meeting of the 100,- 
000 Group of American Cities, Inc., 
at the Stevens Hotel October 21 and 
22 have been practically completed 
by L. M. Barton, managing director. 
The address of welcome will be 
delivered by Col. Robert Isham Ran- 
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dolph, president of the Chicago Asso- 
ciation of Commerce. 

Among the big guns who will 
speak are Dr. E. G. McFall, of the 
Bureau of the Census, Washington, 
who will talk on the census of dis- 
tribution; Guy C. Smith, advertising 
manager of Libby, McNeill & Libby, 
Chicago, whose subject will be, 
“Dual Influence of Newspaper Ad- 
vertising”; L. B. Naylor, sales man- 
ager of the Arcturus Radio Tube 
Corporation, Newark, N. J.; 

J. Frank Grimes, president of the 
I. G. A., Chicago, who will discuss 
“Modern Merchandising”; Kenneth 
M. Goode, who will answer the ques- 
tion presented in his book, “What 
About Advertising?”; and Mrs. M. 
E. Stuart, of M. E. Stuart & Asso- 
ciates, New York, who has been 
making a national survey for ten 
manufacturers and will discuss the 
subject of the survey, “The Style 
Consciousness of the Housewife.” 

Other Meetings 

The Newspaper Advertising Exec- 
utives Association will confine its 
session to one day, Thursday. This 
association will also meet at the 
Stevens Hotel, with Don Bridge, of 
the Indianapolis News, presiding. 
The rate question will be the leading 
topic. 

The Union League Club will be 
the scene of the meeting of the West- 
ern Council of the Four A’s Tuesday 
and Wednesday. The first day will 
be devoted to a directors’ meeting 
while the second will be open to 
members. 

The Agricultural Publishers Asso- 
ciation will meet Tuesday and Wed- 
nesday at the Stevens, the first day 
being devoted to a directors’ meeting 
and the second to a general session. 

The Morrison Hotel will be the 
scene of the autumn meeting of the 
Inland Daily Press Association Tues- 
day and Wednesday. 

Among the speakers will be Louis 
Wiley, of the New York Times; F. A. 
Tilton, third assistant Postmaster 
General, and Marlen E. Pew, of 
Editor & Publisher. 

The board of directors of the Bu- 
reau of Advertising, American News- 
paper Publishers Association, will 
hold a dinner meeting at the Drake 
Hotel Thursday evening. 


PRESIDING OFFICER 


Philip L. Thomson 


Mr. Thomson, who is director 
of public relations of the Western 
Electric Co., New York, and presi- 
dent of the A. B. C., will return 
from a Pacific Coast trip in time to 
preside at the Chicago convention. 


Pearson Promoted by 
“United States Daily” 


Gifford M. Pearson has been elec- 
ted vice-president of the United 
States Daily, with headquarters in 
New York. For the past four years, 
Mr. Pearson has been in charge of 
the paper’s Western office in Chi- 
¢ 


ago. 

Prior to 1927, he was with Wall 
Street Journal, Barron’s Weekly, 
Arts & Decorations and the Conde 
Nast organization. 


Ross Sterling Elected 
to Board of A. F. A. 


Ross Shaw Sterling, publisher of 
the Houston (Texas) Post-Dispatch, 
was elected a director of the Adver- 
tising Federation of America at a 
meeting in New York last week. 

Mr. Sterling is a prospective Gov- 
ernor of Texas, being the Democratic 
nominee, usually tantamount to elec- 
tion. He has wide financial interests. 
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TRAIL OF COLOR 


and romance 


CANADIAN NATIONAL'S 
ROUTE TO ALASKA 


Ketchikan, Taku Glacier, Juneau, and 
Skagway . . . a glorious trail to be pic- 
tured only in color that matches the 
brilliant Alaskan summer. 


Advertisers are increasingly aware of 
the importance of color in marketing 
products and services of the superior 
variety. Color is an unquestioned force 
in modern merchandising. It is equally 
so in modern advertising. 


The Big 4 Group of magazines offers 
to advertisers an unusual opportunity 
to secure satisfactory color display at a 
reasonable group price,—selling in 
color to a buying market of more than 
half a million. 


TheBig [Group 
in the Quality Field 


Forum 
Golden Book World's Work 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


| | bewildered. 


GIVE READER 
GRIN FOR HIS 
WORK: HEROLD 


Cartoonist Discusses Humor 
in Advertising 


Los Angeles, Calif., Oct. 16—Don 
Herold is one of the leading humor- 
ists and one of the cleverest illus- 
trators of his day; and if this be 
not fame enough, he may be termed 
the man who put the humorous 
touch in advertising. 

ADVERTISING AGE interviewed Mr. 
Herold at his home in Los Angeles, 
where he does his work, enjoys life 
with his family and raises a pup or 
two. 

“By humor in advertising,” de- 
clared Mr. Herold, “I do not mean 
humor in advertising. I mean 
warmth, ease, lightness, humanness, 
as opposed to coldness, hardness, 
heaviness and histrionicgs. I mean 
a sensible and legitimate use of 
light-veined copy and illustration to 
do a definite job of merchandising. 

“In one sense it is more cool and 
calculating than serious advertis- 
ing. I have experimented in this field 
enough to know that for certain 
jobs this type of advertising can be 
used to better effect than any other.” 

According to Mr. Herold, the 
first advertising cartoons were all 
wrong, betraying the confidence and 
injuring the sensibilities of the 
reader by springing a gag which 
had nothing to do with the real 
motive of the advertisement they 
topped. 


The Old Way 


“A picture of a man being kicked 
by a mule somehow twisted itself 
into an advertisement for a jewelry 
store. This was crude and dishon- 
est and illegitimate,” he said. 

Mr. Herold said he believes in the 
use of cartoons in advertising not 
only because he draws cartoons, but 
because the cartoon is a medium 
for which there is universal friend- 
ship. It is the antithesis of the 
blueprint. 

“The use of cartoons and of hu- 
mor in text,” he asserted, “some- 
what repays the reader for listen- 
ing to your selfish attack on his 
purse. Also, it is possible to say 
things in a humorous tone of voice 
which can be expressed in no other 
way.” 

Do you take your advertising so 
seriously that nobody else does? 

“So many advertisers are so grim 
and so long-faced in deliverance of 
their ‘message’ to the public,” said 
Mr. Herold, “that it is totally dis- 
arming and ingratiating for an ad- 
vertiser to become human enough 
to admit that his product is not a 
thing divine. The public knows 
well enough that the complete sal- 
vation of the human race does not 
depend upon the universal use of 
Dumbody’s Underarm Deodorant, at 
fifty cents a bottle, yet the Dum- 
body people write their story in 
tones of a New Testament. 


Cartoonist’s Theories 


“It is one of the paradoxes of ad- 
vertising that the most conservative 
advertisers show the most courage. 
And here lies another paradox: 
their courage is the courage to do 
the commonplace.” 

Results have shown, according to 
Mr. Herold, that humor gets five 
times as many readers as a conven- 
tional advertisement. 

“I can give any boy a safe rule 
for being a good advertising man,” 
he said, “and give it to him in one 
sentence: Run a good picture of 
your product, describe it in a good 
simple way, and then lay off. Don’t 
lay on. 

“The trouble with this creed is 
that it does not permit fireworks. 
You have to have a smart boss or 
client to accept simple stuff. Most 
bosses, unfortunately, want to be 
Show most of them 


HOW MR. HEROLD ADVERTISES HIS WARES 


‘God, what overtones!” 


an exhibition 


of drawings 
by don herold 
at the book shop 


of jake zeitlin 


705 V2 west sixth 
los angeles 
september 2 to 15 


something simple and they are apt 
to say: ‘Ye gawds! $15,000 a year 
for that! I could do that myself!’” 

Mr. Herold shuttles between New 
York and Los Angeles, “like Will 
Hays, Jackie Coogan and Rin-Tin- 
Tin.” 


MR. HALL WILL 
WRITE A BOOK 


Easton, Pa., Oct. 16—The troubles 
which beset the small advertising 
agency will be told by S. Roland 
Hall in a volume to be issued early 
next year, and to carry the in- 
triguing title, “RECOGNITION— 
Ten Years of the Ups and Downs 
of An Advertising Agent.” 

Mr. Hall began his agency career 
in 1919 and dropped out of the field 
in 1929. 

“I could not conscientiously con- 
tinue in view of the autocratic con- 
ditions imposed by some of the pow- 
erful publishers,” said Mr. Hall. 

“As I weighed the situation, these 
conditions, added to other problems 
of the small advertising agency, 
made progress discouragingly diffi- 
cult, if not impossible, for one of 
my ideals.” 

Mr. Hall felicitates himself, how- 
ever, on the fact that the standard 
of conduct which he adopted on 
entering the agency field was main- 
tained to the bitter end. It said: 

“IT cannot undertake to develop 
any particular kind of advertising 
for the sake of gaining, retaining, 
or regaining the recognition or ap- 
proval of any one publisher or body 
of publishers.” 


New Paper Appears 

The initial issue of Chicago Na- 
tional Market has been published by 
the Interstate Merchants Council of 
the Chicago Association of Com- 
merce. 

P. W. Kunning is editor; T. Wal- 
lach, associate editor, and Alan Pope 
manager of advertising and design. 


Directs Jack Sales 


Joseph C. Bowman has _ become 
sales manager of the Silver King 
Hydraulic Jack Co., of Cleveland. 
Mr. Bowman spent ten years with 
the Packard Electric Company as 
advertising manager, later becoming 
an account executive with King and 
Wiley & Co., Cleveland agency. 


Directs Bearing Copy 
The Aetna Ball Bearing Mfg. Co., 
Chicago, has appointed the Albert 
L. Lauer Company, of that city, to 
direct its advertising in the automo- 


tive and industrial field. 


Cotton-Textile 
Institute Will 
Broaden Work 


New York, Oct. 16—Encouraged 
by the results of its 1929-1930 cam- 
paign, the Cotton-Textile Institute 
plans to spend $250,000 on sales 
promotion for 1931. In announcing 
this plan, the executive committee 
also urged that national advertis- 
ing be extended at once to other 
branches of the industry. 

Next year’s development work 
will embrace advertising in se- 
lected consumer mediums and busi- 
ness papers, publication of style 
bulletins, swatch books and the spe- 
cial pattern service which has fea- 
tured activities among extension 
workers, home economics teachers, 
etc. 

The Institute will also continue 
to broadcast the fashion news of 
cotton from a number of stations. 
Style shows will be held in several 
cities. 

During the first nine months of 
1930, 80 requests were received for 
special fashion talks and displays 
and next year the time of one mem- 
ber of the staff will be devoted to 
this phase of the promotion work. 


Victim of Accident 


John A. Daly, for 30 years adver- 
tising manager of the Catholic 
Standard and Times, Philadelphia, 
died October 12 from injuries sus- 
tained in an automobile accident 
August 13. 

Mr. Daly was a brother of Thomas 
A. Daly, poet and newspaper col- 
umnist and was prominent in the 
affairs of the Poor Richard Club. 


Gets Shoe Account 

The Robinson-Bynon Shoe Co., 
Auburn, N. Y., maker of popular 
price women’s shoes, has placed the 
account with the Z. L. Potter Com- 
pany, Syracuse. Newspapers, busi- 
— papers and direct mail will be 
used. 


E. J. Boies Called 
E. J. Boies, publisher of the Syca- 
more (Ill.) True Republican, died 
suddenly October 14. Mr. Boies, who 
was 70 years old, served as postmas- 
ter some years ago. 


Freeman to Speak 
The Association of Advertising 
Men, New York, will open its fall 
season October 21 with the first of 
a series of seven weekly lectures by 
Arthur Freeman. 


Develop New Paper 
The National Steel Fabric Co., 
Pittsburgh, has begun marketing 
Cordex, a new building paper. 
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ADVERTISING AGE 


NO ONE APPEAL 
WILL CONVINCE 
EVERY BUYER 


Variation Secret of Listerine 
Success 


Detroit, Mich., Oct. 16—Manipu- 
lation of appeals is the secret of the 
success of Listerine, the widely 
known product of the Lambert Phar- 
macal Company, of St. Louis, in the 
opinion of E. St. Elmo Lewis. 

While the Halitosis copy was a 
stroke of genius, Mr. Lewis, in the 
current issue of his paper, “The 
Lewis Letter,” quoted Major Gerard 
B. Lambert as follows: 

“We have had a continued success 
from year to year in advertising 
Listerine at a profit, in spite of the 
fact that the Halitosis appeal has 
not represented an overwhelming 
proportion of our expenditures. 

“We have equally good and often 
better results from other appeals. 
From this fact we are inclined to 
believe that the success of the com- 
paign has been due to some degree 
to our type of advertisement and the 
manipulation of the account, both 
in amount of expenditure and choice 
of mediums. 


“We are fortified in this belief by 
the remarkable success of Listerine 
tooth paste, whjch has never had a 
Halitosis to help it. We think it is 
now the second largest selling tooth 
paste in this country and it has been 
driven to this position in a brief 
period at an increasing profit each 
year, in spite of the fact that it is a 
25-cent item.” 

Major Lambert elaborated on this 
viewpoint in these words: 


Winning New Buyers 

“Presuming 100 families to be liv- 
ing on a street, we believe that only 
a certain percentage, even if com- 
pletely sold on one appeal, will be- 
come buyers from that appeal; we 
believe there will be some people not 
susceptible to the first appeal who 
may be interested in another one. 

“By alternately hitting heavily on 
other different appeals, all of which 
are honest and for which Listerine 
has a definite application, we believe 
that we have a chance of selling a 
larger percentage of the 100 fam- 
ilies. In addition, many people are 
susceptible to several of the appeals 
and therefore when we bring out a 
new appeal, we practically have a 
virgin audience. 

“We reason that it is easier to 
sell four of the houses out of the 100 
on a new appeal than to add a 
fourth house to, let us say, the 60 
houses already sold on the old 
appeal.” 


Mr. Lewis asked Major Lambert 
about the origin of Halitosis and 
got this explanation: 


“At a meeting, purposely called 
to find a selling idea for Listerine, 
the word ‘Halitosis’ came to us by 
accident after several hours’ dis- 
cussion. 


“We had agreed that the use of 
Listerine for offensive breath was a 
good copy idea but that it was im- 
possible to employ it without offense. 
In examining some old clippings 
from medical journals, which were 
shown to us by an elderly member 
of the firm, we ran into the word 
Halitosis. 

“I asked this gentleman what the 
word meant and he explained that it 
was the medical term for unpleasant 
breath. 


Solution of Problem 

“Milton Feasley, of Lambert & 
Feasley (the agency handling the 
account) and I were instantly in- 
flamed with the idea and realized that 
it gave us the opportunity of discuss- 
ing the subject without too much 
offense. 


“As my brother had originally sug- 
gested the breath appeal and we had 


cried him down, this word solved our 
objections and we started to write 
copy that afternoon. 


“It was tried out in a newspaper 
campaign in St. Louis and showed 
satisfactory results. Columns in mag- 
azines were taken after the test cam- 
paign, and in thirty days there was a 
substantial increase in sales.” 

Major Lambert told Mr. Lewis 
that the earnings of the company 
have increased 3,000 per cent since 
the days when Halitosis first came 
into being. 

He explained that each of the 
company’s products carries its own 
advertising appropriation, although 
a box is occasionally run in one 
advertisement to exploit another 
product. 


Four A’s Adds, 
Accounting and 
Radio to Program 


New York, Oct. 16—The Ameri- 
can Association of Advertising 
Agencies is undertaking an organ- 
ized program of Media, Accounting, 
and Radio group meetings during 
the coming year. 


The group meeting plan was tried 
last year by the A. A. A. A. for 
media department managers, and 
proved so successful that the execu- 
tive board decided to extend the 
work into the fields of accounting 
and radio also. 


To make the benefits of group dis- 
cussion and action available to as 
many members as possible, each of 
the five district councils—New York, 
New England, Philadelphia, West- 
ern and Southern—will organize 
groups in each of the three fields. 
The first meetings will be held dur- 
ing the latter part of October and 
early in November. 


The group meeting plan is en- 
abling the association to extend the 
benefits of association work beyond 
the principals of member agencies 
to their staffs. 


Subjects for discussion are selected 
on the basis of greatest current im- 
portance. Meetings will be held as 
often as important questions need 
attention. John Benson, president, or 
F. R. Gamble, executive secretary, 
will be present at all meetings to 
present material. 


A. C. Fuller Re-elected 


by Business Bureau 


A. C. Fuller, president of the 
Fuller Brush Co., Hartford, Conn., 
was re-elected president of the Na- 
tional Better Business Bureau at 
the annual meeting in New York. 

C. W. Banta, vice-president of the 
Bank of America, New York, was 
re-elected secretary-treasurer. H. C. 
Osborn, president of the American 
Multigraph Co., Cleveland, was 
made vice-president, succeeding 
William A. Hart, director of ad- 
vertising, E. I. duPont de Nemours 
& Co., Wilmington, Del. 

Other new directors: Mr. Hart; 
R. P. Clayberger, Calkins & Holden, 
New York; William R. Ewald, 
Campbell-Ewald Company, Detroit; 
John F. Gilchrist, Commonwealth 
Edison Co., Chicago; Louis E. Kir- 
stein, Wm. Filene’s Sons, Boston; 
E. I. Lambert, R. C. A.-Victor Com- 
pany, New York; 

John Richardson, Ropes, Gray, 
Boyden & Perkins, Boston; H. G. 
Weaver, General Motors Corp., New 
York; C. C. Younggreen, Dunham- 
Younggreen-Lesan Company, Chi- 
cago. 


Appoint W. T. Devlin 


Dow Jones & Co., publishers of 
the Wall Street Journal, New York, 
have appointed William T. Devlin 
business and advertising manager. 
Mr. Devlin has been with the com- 
pany for 15 years. 


Purchase “Building 
Material Marketing” 


Industrial Publications, Inc., Chi- 
cago, announces the purchase of 
Building Material Marketing from 
National Trade Journals, Inc., New 
York. The paper will be merged 
with Building Supply News. 

Effective November 1, Building 
Supply News will become a monthly. 


ASKS DAMAGES 


Mrs. Doris Podmore,who seeks 
$250,000 damages fromthe A mer- 
ican Tobacco Company. 


Name Representatives 


Frost, Landis & Kohn have be- 
come national advertising represen- 
tatives for the Fredericksburg (Va.) 
Free Lance-Star. 


Spats, Football, 
Associated in 
Radio Series 


Portsmouth, O., Oct. 16—The 
Williams Manufacturing Company 
hopes to banish any lingering doubt 
as to the manliness of wearing spats 
by a series of radio programs in 
which football and spats will be as- 
sociated. 


Each of the programs, to start 
October 17 and take the air every 
succeeding Friday during the sea- 
son, will feature a famous football 
coach. The initial speaker will be 
Fielding H. Yost, of Michigan, who 
will speak from Columbus on the 
eve of his team’s meeting with Ohio 
State. Yost and succeeding coaches 
on the programs will hazard predic- 
tions as to the outcome of the 
games, 


On October 24 Dr. Marvin (Mal) 
H. Stevens, Yale’s football coach, 
will talk from New Haven on the 
eve of his team’s tussle with the 
Army. October 31 Coach Bill Roper 
of Princeton will talk from Chicago 
the evening before the great Chi- 
cago-Princeton intersectional game. 


3 
Next, for November 7, Coach 
Zuppke, leader of Illinois, will 


broadcast from New York, just be- 
fore his team meets the Army at 
the Yankee Stadium. Then back to 
Chicago on November 14, when 
Alonzo Stagg, coach of Chicago 
University, steps before the micro- 
phone on the evening before his 
game with Zuppke’s team. 


On November 24 Coach Arnold 
Horween, Harvard’s football gen- 
eral, is on the air from New Haven 
when his team closes the season for 
the Big Three next day with Yale. 
For the final broadcast of this 
timely series a famous sports per- 
sonality (to be announced later) 
will sum up the season and predict 
the outcome of the greatest in- 
tersectional game of all, Army and 
Notre Dame, this broadcast to orig- 
inate from Chicago on the evening 
before the game. 


These broadcasts will go on the 
air over Stations WLW, WOR, 
WMAQ and are timed for 6:30 
p. m., Eastern standard time. 


Place Insurance Copy 


The Franklin Advertising Corp., 
New York, is placing copy for the 
North American Insurance Co., Chi- 
cago. 


No. 32 of a Series 


F you are now an advertising man, the 

chances are even that you started out 

by being a newspaper man. Anyhow, 
we're going on that assumption. 

We'll assume that you are a reporter. 
You are covering police court. There are 
two ways you can do it. First, by being 
one of the “boys”. Second, by not being 
one of the “boys”. 

If you’re one of the “boys” you get the 
inside on everything, but you also get a 
lot of stuff you can’t publish because it has 
been givento youin confidence or because 
you'll get your head bumped if you try it. 

“Now, listen, Buddy,” says the Chief of 
Police. “I’m giving you the low-down on 
that raid last night. The guy we drug 
outa there was Mr. August Hassenpfeffer, 
President of the Board of Aldermen. But 
that’s just between you and I. You can’t 
publish that. I’m just tellin’ you so’s 
you'll know.” 

If you are not one of the “boys”—if 
you don’t gang around with cops and 
bailiffs and bootleggers, you’re the re- 
porter who wakes up some morning to 
find the Harris murder case plastered all 
over the front page of every paper but 
your own. 


The city editor looks at you coldly. 

“Where were you when the body was 
found? Why weren't you with the cops 
during the chase?” 

“You've always told me,” you explain, 
“not to get too close to the police. | was 
to keep my freedom. | was to uphold 
the dignity and honor of the Press.” 

“Well, you'll have plenty of time to 
uphold it from now on,” he says. “You're 
fired!” 

Silas Bent in November Scribner’s 
writes on ““Newspapermen—Partners in 
Crime?” He doesn’t make an accusation; 
he asks the question. How far can a re- 
porter go in protecting his news-sources? 
The Lingle case in Chicago brings the sub- 
ject up, but the Bent article has a wider 
appeal than that. Must a reporter as- 
sociate with crooks to protect himself on 
crime stories? Did newspaper circulation 
wars in Chicago first put the idea in the 
heads of gangsters that they could get 
away with it? What can newspapers do 
both to protect themselves and to protect 
the public? 


NOVEMBER 


SCRIBNER’S 


“SCRIBNER’S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 
MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.”’— BOSTON TRANSCRIPT. 
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A.B.C. Week in Chicago 


The Audit Bureau of Circulations 
will have its annual meeting in Chi- 
cago October 23 and 24, and many 
other associations in the advertising 
and publishing business will meet at 
about the same time. Thus Chicago, 
as in previous years, will be the 
capital of the advertising world, and 
more important people will be seen 
in hotel lobbies in and near the Loop 
than anywhere else in the country 
at that time. 

The A. B. C. is, of course, an in- 
stitution of the first rank. In a 
score of years it has contributed 
immensely to the business of adver- 
tising by eliminating guess-work 
and by enabling publishers and ad- 
vertisers to study circulations and 
select markets more accurately. 
Through constant discussion on the 
floor of its conventions it is assur- 
ing the development and mainte- 
nance of opinion which is informed 
and hence intelligent. 

The audit bureau has enjoyed 
exceptional leadership. Following 
the death of Stanley Clague, who 
did such a splendid job as managing 
director of the A. B. C., the bureau 
was fortunate to obtain the services 
of O. C. Harn, previously its presi- 
dent, and for years the able adver- 
tising manager of the National Lead 
Company. His knowledge, skill and 
diplomacy have been of inestimable 
value in maintaining the progress 
of the organization, while Philip L. 
Thomson, director of public rela- 
tions of the Western Electric Co., is 
carrying on the tradition of the A. 
B. C. in the presidency. 


Because so many people come to 
Chicago, the home of the A. B. C., 
for its annual meetings, it has been 
natural to hold other conventions at 
about the same time and place, and 
thus kill two birds with the price 
of one railroad ticket. Half a dozen 
or more important groups will be in 
session during the week, and each 
of them will add to the interest and 
importance of the general occasion. 
It is certain that the A. B. C. does 
not object to this reflection of its 
glory, but rather rejoices that the 
effulgence which it sheds upon ad- 
vertising and publishing is used to 
illumine other gatherings as well. 

The A. B. C. includes in its mem- 
bership advertisers, advertising 
agents and publishers. Thus it is 
one of the few associations in adver- 
tising which operate nationally and 
represent all interests. It is there- 
fore logical that the A. B. C. and 
its annual convention represent a 
focal point for advertising confer- 
ences and discussions, and that the 
business of advertising should wel- 
come the opportunity which A. B. C. 
week in Chicago affords for per- 
sonal contacts, for public discussions 
and for good fellowship. 

Chicago is proud of the A. B. C. 
and of the events which it sponsors. 
It is glad that as one of the world 
centers of advertising, it has this 
annual opportunity to welcome to 
the shore of Lake Michigan many 
of the great ones of advertising. 
Chicago cordially is sincere, just as 
Chicago greatness, in and out of 
advertising, is real and authentic. 


Outdoor Advertising Art 


The Procter & Gamble Company 
won the first prize and two honor- 
able mentions in the first national 
exhibit of outdoor advertising art 
held in Chicago during the past 
week under the sponsorship of the 
Chicago Advertising Council. More 
than 100 original paintings, the 
work of the leading poster artists 
of America, were exhibited, and the 
jury, composed of able men in this 
field, had plenty of material from 
which to select. 

The impressive recognition of 
Procter & Gamble is all the more 
interesting when it is realized that 
Ivory soap, its leading product, is 
not advertised outdoors, and that the 
eyes of the jury were caught by 
posters advertising Oxydol, Chipso, 
American Family Soap, its most re- 
cent acquisition, Camay and other 
less well-known products. The con- 
clusion was inevitable that Procter 
& Gamble believe in doing all of 
their advertising well, and not 
merely in producing a spectacular 
campaign, in a single type of me- 
dium, for one particular brand. 

Because it was emphasized during 
the discussions which marked the 
exhibit that much of the waste due 
to poorly designed posters results 
from the personal vanity of business 
executives, who seem to find in the 
purchase of art for outdoor display 
a particularly appealing indulgence, 


it is significant that Procter & 
Gamble no longer purchase adver- 
tising art, for use outdoors or else- 
where, through a large committee, 
such as formerly functioned, but 
that it is almost a one-man job. The 
advertising manager and the agency 
representative make the decisions— 
and the excellence of the results 
suggests that in most cases they ure 
final. 

Indicating what may happen 
when advertising art is regarded as 
a pretty toy, Andrew Loomis, the 
famous Chicago poster artist, told 
the Advertising Council of a manu- 
facturer who insisted that a poster 
advertising his product contain the 
picture of a chow dog, because his 
wife was fond of chows. The fact 
that the dog was not related in any 
way to the product or its use had 
nothing to do with the case. 

Procter & Gamble spend about 
$750,000 a year for outdoor adver- 
tising. That is a sufficient invest- 
ment to justify the care which is 
devoted to it. Because it is part of 
a well-rounded campaign, which 
finds its way into practically all 
types of mediums, the value of this 
kind of advertising may be under- 
estimated. But the very complete- 
ness with which the merchandising 
job is done increases the value of 
advertising in all of the channels 
along which it is directed. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


58. A Bibliography on Color. 

A booklet available through “The 
Big Four” Color Committee, New 
York, containing a resume of the 
advantages of using color in adver- 
tising, reports of tests of the relative 
pulling power of color and black and 
white, and a bibliography of maga- 
zine articles, pamphlets and books 
on color in advertising. 


174. Distribution 
Towns of 
Daily.” 

A circulation survey by Women’s 
Wear Daily, New York, showing 
where readers are located, the num- 
ber in each city and town, the pop- 
ulation of each place reached, which 
are county seats, how thoroughly 
towns over 5,000 are covered, and 
total circulation by states. - 


and 
Wear 


by Cities 
“Women’s 


47. The New Era in Food Distribu- 
tion. 

A pamphlet published by the Food 
Trades Publishing Company, Chi- 
cago, which contains the addresses 
of prominent food marketers and in- 
vestigations dealing with sales pro- 
motion methods applicable to food- 
stuffs. 


175. Route Book of Retail Trade in 
Polish Territory of Chicago. 

A 200-page book published by the 
Alliance Daily Zgoda, Chicago. It 
lists in route sequence all retailers in 
the Polish districts of Chicago, clas- 
sified by kind of business, and in- 
cludes an alphabetical list of leading 
dealers in the principal retail lines. 


170. Market Facts About The Spo- 
kane Country. 

A 38-page booklet published by 
Cowles Publications, Spokane, tell- 
ing how and where consumers in 
Washington, Oregon, Idaho and 
western Montana spend over $2,000,- 
000,000 annually. Market data on the 
Spokane Country, suggested as the 
logical tryout for the Pacific North- 
west, is presented in detail. 


171. Sifting Out the Hermits. 

A posterette issued by The Par- 
ents’ Magazine, New York, which 
discusses the pulling power of an 
imaginary “Hermits’ Gazette,” and 
directs suspicion to the unknown 
number of near-hermits among mag- 
azine readers. 


172. Know Your Market. 

This little booklet, prepared by 
the Newark Evening News, is dedi- 
cated to the advertising man who 
wants to know which people and how 
many read his message, and what 
their inclination and ability may be 
to buy the product advertised. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 wholesale food distribu- 
tors, showing the counties in Iowa in 
which they are active. Should be 
helpful to any sales or advertising 
executive interested in food distri- 
bution. Issued by Des Moines Reg- 
ister and Tribune. 


166. Radio Distribution Survey of 
the Philadelphia Market. 

A booklet giving a brief review of 
economic Philadelphia and a com- 
parison of this market for radio with 
that of the United States. Included 
with the report are results of per- 
sonal field work indicating that sales 
of radio follow education as well as 
higher income, ete. Issued by the 
Public Ledger, Philadelphia. 


84. This Man the Architect. 

This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 
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be a successful merchant.” 


—Chicago Evening Post 


“I couldn’t pay you much salary, but I could teach you to 


Says Advertising 
Is Riding for Fall 


To the Editor: Thank you for 
your inquiry regarding my address 
before the Advertising Club of Den- 
ver. I gave no formal address, but 
just tried to say a few pertinent 
things about sincerity in advertis- 
ing. 

In fact, I am afraid I was a little 
too frank. However, I think I spoke 
the truth: present-day advertising 
is “riding for a fall.” It has lost 
its heart. 


T. R. GARTH 
Professor of Educational Psychol- 
ogy, University of Denver 


* * * 


Only Book of Kind 


To the Editor: You may be in- 
terested in the enclosed clipping de- 
scribing a book containing 10,000 
advertising novelties—one of every 
kind ever issued. 


After I collected samples and 
comprehensive factory information 
for 20 years, this book was over 
three years in the making. 


A practical factory executive 
stands by his statement that the 
cost of the tools, dies and moulds 
used to produce the various adver- 
tising novelties must have been well 
over a million dollars. He may be 
right. 

The book itself cost plenty to pro- 
duce and there is only one book. 

E. W. FRENCH 
The Advertising Center, 
New York 


* * * 


No Go 


To the Editor: There ought to 
be a story for you in the fact that 
the Victor radio division of the 
Radio Corporation of America is 
now well under way with an ad- 
vertising campaign for the 1931 
models, but dealers have no ma- 
chines to sell. Only one model of 
the three in the line is available for 
display purposes. 

At one store in Chicago they have 
had so many inquiries for some- 


thing they haven’t got that sales- 


Voice of the Advertiser 


men get quite snooty when asked 
about the Victor. 


I wanted to buy one of the new 
Victors, but I guess it is no go. 
N. P. HELMS 

Seed Trade News, Chicago 


* * * 


Important Men Read 
Advertising Age 

To the Editor: Please send me 
several copies of the issue of ADVER- 
TISING AGE carrying my Milwaukee 
address. Several persons told me 
of seeing the story. In all cases, 
they were important men in adver- 
tising circles here and elsewhere. 

I enclose a subscription and will 
look forward to receiving future 
issues. 

SIDNEY CARTER 
Mgr., Merchants Service Bureau, 
Rice-Stix, St. Louis, Mo. 
* * * 


Why the Editor 
Asked for a Raise 


To the Editor: I am happy to 
write you that I have enjoyed sev- 
eral issues of ADVERTISING AGE very 
much and feel like a slacker for not 
having sent you a subscription some 
time ago. 

It is excellent, newsy, brief, 
worth-while, interesting and full of 
ideas. 

NATHAN E., JACOBS 
Bozell & Jacobs, Inc., Omaha 
* x * 


Truth in Editorials 


To the Editor: Although I am 
constitutionally opposed to writing 
letters to “Dear Editor,” I cannot 
resist the impulse to drop you this 
line containing my compliments and 
salutations on the editorial appear- 
ing in the September 27 issue of 
ADVERTISING AGE under the caption, 
“The Trend Toward Specialization.” 


The eternal truth and good com- 
mon sense here expressed should 
command the entire respect of 
everyone capable of doing any 


thinking for himself, and particu- 
larly the advertiser who is paying 
the bills. 

More power to your elbow. 
WALTER C. MCMILLAN 
National Shelter Group, 

New York 
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Fry Visits Montreal 

Wilfred W. Fry, president of N. 
W. Ayer & Son, Philadelphia, was 
in Montreal this week in connection 
with the foreign service committee 
of the Y. M. C. A. of North America, 
of which he is chairman. 

The committee’s annual budget is 
$2,000,000, of which Mr. Fry con- 
tributed $100,000 last year. 


Warner in Dayton 

William B. Warner, president of 
the McCall Company, visited the 
company’s Dayton (0O.) plant this 
week. He was accompanied by H. J. 
Fisher, chairman of the board, and 
six directors. 

The Dayton plant prints the Red 
Book, Blue Book, Popular Science 
Monthly and McCall’s Magazine. 


No. 15 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


HE architect, of course, is . 

not a building contractor. 
He does not buy materials, he 
does not guarantee costs, nor 
has he any financial interest in 
the building operation or in 
the materials that go into it. 
He is your professional adviser 
and advocate, paid by you 
and looking out for your inter- 
ests in an operation that is far 
more technical and complex 
than the average case in court. 
And yet, with all this, the po- 
sition he occupies is a curiously 
judicial one, as between you, 
the client, and your building 
contractor. The courts recog- 
nize him as a sort of umpire; 
in questions at issue between 
owner and builder he is the 
judge as to what is fair to both. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


is haities Se 


Publishers of 


ARCHITECTURE 


— the professional journal—and 


of books on architecture 
A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Inc. 
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INTERNATIONAL 
STILL KEEPING 
AHEAD OF FIELD 


Viande Design Gives Advertis- 
ing New Job 


Meriden, Conn., Oct. 16—The alert 
advertiser can always find something 
new and interesting to say. 

That has been the experience of 
the International Silver Company, 
which in one instance added 30 per 
cent to its business and that of its 
dealers by adapting its line to mod- 
ern needs, and in another case cre- 
ated volume by the simple expedient 
of making all other silver sets almost 
obsolete with a new and radical de- 
sign. 

“Up to 1926,” said S. F. Johnson, 
advertising manager of the company, 
“the traditional way to sell table 
silverware was by the dozen and 
half-dozen. Sets were based upon 
these quantities. The most popular 
set was that of 26 pieces—a half 
dozen each of knives, forks, tea 
spoons and dessert, or table spoons, 
with a single butter knife and sugar 
shell. 

“In 1926 the International Silver 
Company dealt old man Tradition a 
solar plexus blow by basing its 1847 
Rogers Bros. advertising campaign 
on ‘Pieces of 8,’ featuring, instead 
of a 26-piece set, one containing 34 
pieces—eight knives and forks in- 
stead of six, and so on.” 


Influence of Bridge 

Mr. Johnson explained that the 
advent of bridge had made eight the 
standard “little party” number and 
that the success of the campaign 
was in part due to the fact that the 
public was ready to accept the new 
unit. 

“Pieces of 8” opened the way for 
the introduction of “Johanna Sil- 
ver,” one of the most charming ad- 
vertising heroines of the day. Miss 
Silver is, presumably, a daughter 
of Robert Louis Stevenson’s hard- 
boiled character. 

What she lacks in respect for the 
property rights of others Miss Sil- 
ver makes up in pulchritude. Some- 
what scantily clad, she leads her 
crew through four-color pages in a 
number of national magazines in 
search of “Pieces of 8.” 

“Another event highly important 
to the silverware field,” explained 
Mr. Johnson, “was the introduction 
last year of the Viande knife and 
Viande fork. 

“If tradition was dealt a mighty 
blow by ‘Pieces of 8,’ it was given 
an even harder punch by the Viande 
pieces. Ever since a knife was a 
knife, its form had remained prac- 
tically unchanged. 

“From the days when the guest 
pulled his own knife from sheath or 
belt, as he sat down at the festive 
board, until yesterday, the accepted 
form of the knife had called for a 
long blade and a comparatively short 
handle. 


Reverse Usual Method 

“The Viande knife reversed this. 
The handle is long; the blade is 
short. It was a radical departure, 
and the buying public does not al- 
ways look with favor upon radical 
departures. In this instance approval 
was almost instantaneous. The 
Viande knife and fork are here to 
stay.” 

Originally created by the eminent 
architect, Eliel Saarinen, as an ac- 
cessory for the dining room he was 
commissioned to design for last 
year’s exhibit of the Metropolitan 
Museum, the possibilities of the new 
piece were instantly recognized by 
the International, and production 


I] followed almost at once. 


In such magazines as the Ladies’ 
Home Journal and Good Housekeep- 
ing, the company is using spreads 
in four colors in its fall campaign. 
Single pages in color were taken in 
other publications, while in the movie 


Mower to Handle 


Telechime Drive 


Dayton, O., Oct. 16—Leon 
J. Mower has been named 
vice-president and sales direc- 
tor for the General Kontrolar 
Company. He will plan a cam- 
paign for the company’s “tele- 
chime” doorbell, which re- 
places the jangle of the past 
with miniature electric chimes. 


magazines, the Johanna Silver role 
is assumed by popular film stars. 


An interesting feature of the deal- 
er helps is an authentic reproduction 
of a hand-tooled, illuminated Italian 
leather chest, with all of the beauty 
and permanence of the original. This 
is the “Treasure Trove” of the 
advertising. 


To Dine Curtis 
Cyrus H. K. Curtis will be the 
guest of honor at a dinner at the 
Benjamin Franklin Hotel, Philadel- 
hia, Oct. 23. The testimonial will 
e tendered from “a spontaneous de- 
sire to pay tribute to one of Phil- 

adelphia’s greatest citizens.” 


Agency Changes Name 

The Price-Hannah Company, Chi- 
cago agency, has become John F. 
Price & Co. 


Advertising on 
Radio Tested 
in England 


London, Oct. 16 (Special Corre- 
spondence)—The British Broadcast- 
ing Corporation, a state monopoly, 
debars from its programs anything 
in the nature of commercial pub- 
licity. Hitherto British advertisers 
anxious, to get on the air within an 
accessible radius of Great Britain 
have had to resort to certain Conti- 
nental stations such as Radio Paris. 
Odol dentifrice, Decca records, and 
Revelation suit cases are some who 
have run such radio campaigns. 

A highly important development 
in radio advertising is now an- 
nounced. Broadcasting in the Irish 
Free State is under the control of 
the home government, but has not 
hitherto been available for commer- 
cial use. A two months’ test scheme 
will be operated from the Dublin 
and Cork stations commencing Oc- 
tober 31, and will be controlled by 
Universal Radio Publicity, Ltd., who 
have acquired the rights. One hour 
a day will be the time available 
during the test period. 

The experiment will be eagerly 
watched in British and Irish adver- 


tising circles, which, so far, have 
had no opportunity in Great Britain 
or Ireland to reveal their attitude to 
advertising by radio. Belfast, in 
Northern Ireland, does not come 
within the scope of this test radio 
contract, which is confined to the 
two Irish Free State stations. 


Sales Convention 


Goes to Bermuda 
The annual sales convention of 
the advertising department of True 
Story Magazine, New York, will be 
held in Bermuda Oct. 25-Nov. 3. 
Those making the trip will in- 
clude: New York office, Harold A. 
Wise, Walter Hanlon, Wm. Devita- 
lis, Carroll Rheinstrom, Norval 
Fortson, Madison P. Jeffery, James 
Stack, Ned Doyle, Wilder Brecken- 
ridge, Jerome Spanier, Ralph Wood, 
W. L. Fort, Arthur Hosking, Harold 
Clark, Everett Walsh. 


Chicago office: Charles Shattuck, 
James Mitchell, J. E. McLatchie, 
Al. Degan, W. H. Markward, Harry 
Filger. Metz Hayes from the Bos- 
ton office, and George Wiley from 
the Detroit office. 


Carnation Moves 
The sales and advertising depart- 
ments of the Carnation Milk Co., 
Oconomowoc, Wis., will be moved to 
Milwaukee. The general offices were 
age! a. Chicago to Oconomowoc 
in : 
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A Straight Road to the Best Minds 


Preferred Quality Magazines 
 * minds? 


changed to “Preferred Quality Mag- 


30 N. Michigan Avenue 


w They are leaders in all lines of activ- 
ity, of course, and they are all faced 
by a common necessity. Each must 
get the viewpoints of other good minds, 
must follow the progressive thinking 
of the world, must understand how 
the best thought is prevented from 
bearing full fruit because of ignorance, 
prejudice and = stubbornness. This 
means a growing demand for publica- 
tions which appeal to good brains. 
Brains are more in style now than 
ever and thought provoking maga- 
zines have more influence today than 
ever. 

w A group of four magazines offers 
one straight road to the best minds. 
These four publications are grouped 
under the title of “Preferred Quality 
Magazines” in order to offer their ad- 
vertising pages as a group unit. Three 
of them, Atlantic Monthly, Harpers 
Magazine, and Scribner's Magazine, 
have been known in recent years as 
the “Quality Three.” Now Current 
History is added and the group name 


ATLANTIC MONTHLY 
CURRENT HISTORY 


‘w Ultra modern publications. Not 
“high brow” but keenly alive. The 
highest standards of writing, vivid, un- 
derstandable, and inspiring English, 
fact and humor, magazines made for 
the modern progressives. 

w Preferred Quality Magazines, as a 
group unit, offer their advertising 
pages to advertisers of meritorious 
articles and services. These four mag- 
azines are good-will builders of the 
highest grade. As they offer a straight 
road to the best minds through their 
editorial content, they likewise are an 
important avenue to a very fine group 
of commodity purchasers—intelligent 
selectors of merchandise, mark you, 
people whose selection is very apt to 
influence the purchases of others. Peo- 
ple of good brains always influence 
others. The purchasing power of these 
readers may be in proportion to their 
numbers while their influence on pur- 
chasing may well be in much greater 
proportion. 


HARPERS MAGAZINE 
SCRIBNER’S MAGAZINE 


(This change effective with January 1931 issues) 


(A Straight Road to the Best Minds) 
597 Fifth Avenue, New York 


CHICAGO 


8 Arlington Street 
Boston 


617 W. 7th Street 
Los ANGELES 


PREFERRED QUALITY MAGAZINES 
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A Complete 


Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


Cream! 


HOSPITAL se ee reaches 
the cream of its field, all over the 
country—the leading institutions a 
erywhere, comprising e best 
quality and the bulk of the ad 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and economy 
through HOSPITAL MANAGEMENT, 
receiving without additional charge a 
complete sales service—directory, 
daily information bulletin and list- 
ing of your literature. 

Let us help you get your share of 
one hu million dollars spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, II. 


CHICAGO HOLDS 
OUTDOOR EXHIBIT 


(Continued from Page 1) 


buyer is studying the manufacturer, 
the product, and its manufacture. 
The artist is the go-between.” 

Telling how the poster serves the 
modern tempo, Mr. Loomis said it 
tells its story in a flash. 

“The poster must be organized 
so that the dominant thought is 
brought out. Good poster advertis- 
ing does not have to scream, and it 
would be offensive if it did. 

“In poster advertising, you must 
boil things down to their essen- 
tials.” 

Mr. Loomis asked the advertising 
men to place more confidence in the 
opinions of the artist and art di- 
rector. 

Mr. Brown discussed electric 
signs and displays, agreeing that in 
spite of the possible efficiency of 
this type of advertising, there are 
still many poor displays. He said 
that standards covering this work 
have now been established, and that 
it is possible for any advertiser to 
check with these to make sure that 
his display is soundly designed. 

He said that light and motion, 
two of the features of electrically 
illuminated displays, are basic in 
their appeals to human psychology, 
and that with the addition of color, 
the outdoor advertiser using elec- 
tricity can paint pictures of the 
most effective character. 

He urged advertisers to study 
costs, figuring possible circulations 
within the zone of visibility of their 
electrically lighted signs, and said 
that in the case of G-E’s own dis- 
plays, costs had been shown to be 
substantially lower than for other 
mediums of a comparable character. 


Place of Architect 


The fact that signs and other 
electrical displays are architectural 
in character ied Mr. Brown to em- 
phasize the need of a better tie-up 


TYPOGRAPHERS WHO PROVE IT WITH PROOFS 


LEE & PHI 


Here, quality i in typography is not 


something that, i a whim ¢ ora ra lack- 


adaisical compromise, may be cast 
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GRAPHIC TYPESETTING 1GCOW. ° CAXTON TYPOGRAPHERS, Inc. 


WINNERS OF THREE PRIZES IN NATIONAL OUTDOOR EXHIBIT 


YES 


between the architect and the build- 
ing owner to get all of the possibili- 
ties of advertising. 

For example, recesses for store- 
front signs, structural features for 
electrical displays on top of the 
building, facilities for flood-lighting, 
etc., should all be considered by the 
architect and worked out as a part 
of the basic design. 

He showed examples to demon- 
strate that, handled in this way, the 
lighted sign can be made a part of 
the general design and harmonize 
with it in the daytime. 

The talk was illustrated with 
slides showing progress in electrical 
advertising, and including many in- 
teresting displays in Germany. 
There, as here, the possibilities of 
flood-lighting for building display, 
and of color in creating new effects 
at night through electrical illumina- 
tion, are being made use of in an 
unusually interesting way. 


Widen Market 
for Religion, 
Urges Paper 


New York, Oct. 16—Expressing 
amazement that some of the success- 
ful business men who are on the 
vestry of every church have not ap- 
plied business methods to the con- 
duct of such churches, The Church- 
man commented on the compara- 
tively small “market” for religion. 

“We suppose clergymen are chiefly 
responsible for the lack of intelligent 
church advertising,” commented the 
publication. 

“They have a foolish notion that 
there is something undignified and 
not quite ethically correct in paying 
for advertising space, even in a 
church journal. Why? We suppose 
that ‘advertising’ still connotes to 
them the old-time auction bill and 
the patent medicine advertisement. 

“Ts there anything about a modern 
Packard automobile advertisement 
that smacks of patent medicine? 
And as for the argument ‘it isn’t 
done’; if that is true, then we had 
better throw the New Testament out 
the window. 

“St. Paul was the most efficient ad- 
vertiser the church ever had. In his 
sermon on Mars Hill alone there is 
enough ‘advertising psychology’ to 
secure for Paul the job of chief copy 
writer in any modern advertising 
agency. 

“Paul used the mediums at hand 
—the Roman roads, altars to un- 
known gods, restless curiosity. Some 
of the mediums have changed; today 
is the day of the printed word; in a 
highly complex society it is our 
method of reaching people. The 
curiosity remains. 

“All over America there are par- 
ishes making unique contributions to 
religious life but—even in New York 
City—making them to handfuls of 
people. They have arresting and 
thrilling stories to tell, but there are 
only a few who hear them. 

“Why not tell those stories to 
people beyond the reach of the par- 
son’s voice? Why should the church 
not recognize that we are living in 
an age of convenience, served by 
the newspaper and magazine? Is 


MA’AM —JES’ 
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there any doubt that Paul would 
have done so? 


“On every vestry there are men 
whose income, directly or indirectly, 
depends on successful modern adver- 
tising. What have they to say 
about advertising the parish?” 


Ask Fair Play 
for Outdoor 
Advertising 


New York, Oct. 16—Pointing out 
that most of the criticism leveled at 
outdoor advertising is too sweeping, 
the Lithographers National Asso- 
ciation recently adopted a resolution 
urging a “sane and thoughtful con- 
sideration of the subject.” 


“We join those who condemn the 
abuses in outdoor advertising,” said 
the resolution, “but we condemn not 
the method but the abuses. 


“There is no campaign to prohibit 
all gasoline stations because some 
are hideous and in objectionable lo- 
cations. No one seeks to eliminate 
all restaurants or even hot dog 
stands because of the gaudy, smelly, 
smoking red hots which disfigure 
our roadways. 


“No one suggests that the build- 
ing of houses be prohibited because 
some irresponsible builds a mon- 
strosity. In these and other things 
we seek to correct the abuses and 
to eliminate the objection. We do 
not destroy the good to eliminate 
the bad. 


“Why should the problem of out- 
door advertising be approached in 
any different way? The underlying 
purpose is to improve and beautify. 
But scenic beauty cannot be pre- 
served where scenic beauty does not 
exist. It does not exist in the rail- 
road yard, among smoking factories 
or in the city rubbish heap or in the 
automobile dump. And there are 
hundreds of thousands of miles of 
roadway which are neither beauti- 
ful nor ugly and where the artistic 


modern poster steals no beauty from 
the scene. 


“Here the problem is not to pre- 
serve what exists but to brighten 
and beautify. Here the poster board 
serves the very purpose which those 
who mistakenly oppose its existence 
seek to accomplish. If the sign on 
the mountain trail offends, attack 
the sign which mars the mountain, 
but do not at the same time destroy 
the sign which quickens trade and 
fills with color a scene which nature 
has neglected. 


“If abuses exist, eliminate the 
abuse but do not deny to property 
owners in suitable locations the 
right to a beneficial use of their 
property, to business the right to 
a harmless and legitimate method of 
stimulating business, to the lithog- 
rapher and the workman the benefit 
of the work which this advertising 
brings. 

“The poster to the extent that it 
quickens trade adds to the wealth 
of the nation and to the prosperity 
and happiness of the people. Few 
smokestacks, railroads or cement 
plants add beauty to the scene, and 
yet compromises with beauty must 
sometimes be made. The _ poster 
points the way to millons of those 
who use the road, it adds interest 
to many a tedious mile, it sells 
goods, furnishes work and creates 
wealth.” 


International Sells 


Two Business Papers 

The International Trade Press, 
Chicago, has sold Concrete Products 
to the Trade Press Pub. Corp., Chi- 
cago, publisher of Rock Products, 
and Power Transmission to the 
Transcon. Pub. Co., Chicago, pub- 
lisher of National Miller. 

Papers now published by Interna- 
tional are Highway ‘Engineer ar 
Contractor and American Fruit 
Grower. 


Dobie Promoted 
After 16 years with Motion Pic- 
ture Publications, Inc., Duncan A. 
Dobie, Jr., has been elected publisher 
of Motion Picture Magazine and 
Motion Picture Classic, New York. 
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ADVERTISING AGE 


VALUE OF SMALL 
DEALERS OPEN 
TO QUESTION 


Advertisers Discuss Their 
Place in Distribution 


It has long been recognized that 
a comparatively few dominant deal- 
ers in every city do a large per- 
centage of the total volume of 
business on almost every product 
sold to the public. 

As a result, many national adver- 
tisers have been asking themselves 
whether the sales effort extended to 
the small, individually insignificant 
retail establishments, is justified. 
Not many of them have reached a 
decision, it is said. 

Admitting that a large percent- 
age of the business is done by a 
small percentage of outlets in al- 
most every line, H. P. Hotz, adver- 
tising manager of the Kerner In- 
cinerator Company, Milwaukee, re- 
marked: 

“What is to be done about it de- 
pends entirely upon the viewpoint. 
Personally, I have always felt that 
a firm is in business to make money 
rather than for the glory of any 
particular department. 

“One hundred per cent distribu- 
tion sounds beautiful, but the cost 
of getting the last 75 per cent fre- 
quently wipes out the profit made 
from the first 25 per cent. 

Aims at Big Game 

“In advertising, I have always 

referred the rifle rather, than the 


shotgun—going after the 25 per 
cent distribution, and getting as 
much of the 75 per cent as will in- 
cidentally fall into the bag. 


“Of course, I realize that this is 
rank heresy from the viewpoint of 
most sales managers and advertis- 
ing men, but as Groucho Marx 
says, “What a beautiful world this 
would be if the parents ate the 
spinach.” 

Eugene Skinner, of the Skinner 
Manufacturing Co., Omaha, makers 
of macaroni, etc., explained that 
his company covers all retail outlets 
as soon as it can organize to do so. 


“We start in a territory by cover- 
ing all the stores we can, and our 
aim is to complete the job as rap- 
idly as possible. 

“We feel that were we to lose the 
small retailer, we would jeopardize 
our business with the larger outlet. 
The distribution in the 88 per cent 
of the stores which do 12 per cent 
of the business, enables us to sell 
the 12 per cent of the stores which 
do 88 per cent of the business.” 

Somewhat the same _ sentiment 
was expressed by R. Z. Eller, man- 
ager of the dealer service depart- 
ment of the California Fruit Grow- 
ers Exchange, of Los Angeles. 

“For many years,” said Mr. Eller, 
“we have assumed that 25 per cent 
of the retail trade sells 75 per cent 
of our production. Of the 400,000 
fruit outlets of one kind or another, 
we personally contact about 100,000 
yearly. 


Work on Key Stores 


“By maintaining contact with the 
25 per cent block of importance, 
both by personal calls and direct 
mail, it is assumed we exert a cer- 
tain influence among key stores 
which set the pace and act as 
guides to less important outlets. 

“The advent of chains and food 
department stores makes it reason- 


Druggists Get Night 


at Food Show 
Philadelphia, Pa., Oct. 16— 
The opening night of the 40th 
annual Food Fair Monday was 
dedicated to the retail drug- 
gists of the city, although the 
event was sponsored by the 
Retail Grocers’ Association. 


able to believe that the 25-75 ratio 
may be too conservative. We plan 
to continue our present division of 
calls and to strengthen our position 
with the important outlets.” 


The Warren Telechron Company, 
Ashland, Mass., believes that in the 
aggregate, the volume of business 
done by small stores is very desir- 
able, William K. Opdyke, advertis- 
ing manager of the company, ex- 
plained. 


“We do not plan to eliminate 
small outlets,” he added. “While 
the amount of effort we place on 
such establishments is less than 
that given to larger ones, we en- 
deavor to take care of both types 
in proper ratio.” 


The Timken-Detroit Company, 
manufacturer of oil burners, is 
adopting a dealer set-up after con- 
fining itself to sales through fac- 
tory branches. 


“We are thoroughly awake to the 
need of concentrating the sale of 
our products only in the larger 
cities,” said T. A. Crawford, sales 
promotion manager. 


“We are awarding exclusive ter- 
ritories with average radii of 15 
miles. As a general proposition, we 
are not soliciting outlets in cities of 
less than 25,000 population. Even- 
tually, however, we will appoint 
dealers in towns of 10,000-25,000 
population which are located adja- 


cent to the 25,000 population cities 
we are now covering. 


Easy to Contact 
“When this plan has been devel- 
oped, it will be possible for our 
field representatives to contact the 
smaller towns while en route from 
one large city to another.” 


Glen A. Gunderson, manager of 
the advertising department of the 
Burgess Battery Company, Chi- 
cago, said that while the company 
continues to travel sales representa- 
tives all over the country, they are 
not roaming as much as in the past. 


“We have found that concentrated 
crew work—four to 12 men under 
the supervision of a senior—in a 
certain territory is more effective,” 
said Mr. Gunderson. 


“We have found that this concen- 
trated drive, bringing in real busi- 
ness in a large quantity and in a 
short period, is more welcome to 
distributors than a dribble of busi- 
ness the year around.” 


Menagh Moves 


Howard Menagh has resigned as 
advertising manager of the Mc- 
Dougall-Butler Company, Buffalo, 
N. Y., to become sales manager of 
the Holling Press. Mr. Menagh is 
president of the Greater Buffalo 
Advertising Club. 


Get Glove Account 


Byerly-Humphrey & Prentke, 
Cleveland, are placing a campaign 
for Matex, a rubber glove developed 
by the Massillon (O.) Rubber Co. 
Business papers and direct mail 
will be used. 


Joins Mail Bureau 


After seven years as account exec- 
utive with the Syverson Kelly Com- 
pany, Seattle, Lee R. Double has be- 
come research director of the Mail 
Advertising Bureau, of that city. 


Advertising Specialty 
Association Revamped 


The Advertising Specialty Asso- 
ciation, Chicago, has divided into 
three groups. Officers of the first, 
made up of those selling through 
jobbers: Chas. B. Goes, Jr., Goes 
Lithographing Ca. suesinens D. W. 
Cumabell, Texas Novelty Advertis- 
ing Co., first vice-president; F. A. 
Schneider, Ketterlinus Litho. Mfg. 
Co., second vice-president; A. W. 
Myers, Myers Mfg. Co., third vice- 
president. 

Direct selling manufacturers 
elected Theodore R. Gerlach, Ger- 
lach-Barklow Co., president; J. B. 
Carroll, vice-president. 

The national association will be 
manned by Charles R. Frederick, 
American Art Works, Coshocton, O., 
president; Carroll H. Sudler, Ketter- 
linus Litho. Mfg. Co., Chicago, vice- 
president; J. B. Carroll, J. B. 
Carroll Co., Chicago, treasurer. 

The executive secretary is Mrs. 
Bernice Blackwood. 


Local Newspapers for 
Caterpillar Distributor 


W. B. Louer Company, Chicago, 
Caterpillar tractor distributors for 
Northern Illinois and Indiana, are 
using local newspapers in 20 coun- 
ties. Hurja, Chase & Hooker, Chi- 
cago, are placing the copy. 


Vollrath Changes 


The account of the Vollrath Com- 
pany, Sheboygan, Wis., manufac- 
turers of enameled ware, is now 
being handled by the Chicago office 
of N. W. Ayer & Son. 


Promoted by Warner 


Daniel Finn, managing director 
of the Strand Theater, Hartford, 
Conn., has been named director of 
advertising for all Warner Bros. 
theaters in New England. 
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October 18, 1930 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
: Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


Salvaging the Value 
of National Brands 


What can be done to save the 
value of national brands? How 
can loss be prevented? 


An article with the above title 
appearing in the October issue 
of The New Era in FOOD 
DISTRIBUTION discusses this 
topic of the hour among food 
advertisers in plain-spoken but 
constructive fashion. 


A most timely subject. Send for 
a copy. 


The New Era in 
FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


RADIO 


“var Cwm DZ 


No.6 


Fisher Bldg. 
Detroit, Mich. 


WHO? 


A company making an anti-freeze 
compound, has recently placed its 
third annual reorder for broadcast 
advertising. It uses northern stations 
in winter months, with a reminder 
program, after weather reports, to use 
anti-freeze in their autos. Despite 
growing competition, their dealers 
report more than a normal increase 


in business. 
The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 
Baker Hotel 
Dallas, Texas 
180 N. Michigan Ave. 
Chicago, Illinois 


10 High Street 

Boston, Mass. 
Integrity Bldg. ’ 
Philade!phia, Pe. 


OST often after their 

first experience with 
Criterion (3 sheet) Post- 
ers, users wonder why 
they hadn't known about 
them before. 


Perhaps you're missing some- 
thing also? Something that, 
unaided or in combination with 
other media, can definitely and 
positively make sales over 
dealers’ counters, increase dis- 
tribution, create dealer en- 
thusiasm? 


CRITERION 
SERVICE 


The only original and only uniform National 


Perhaps 
, You're Missing 
mF Something > 


Criterion Posters are placed on 
the side wall of or near your 
dealer's store. Full color, eight 
feet high, in a handsome metal 
frame at eye level they are 
something the consumer must 
see as she passes. 


Our records of defi- 
nite and traceable 
results are very con- 
vincing. 


Will you listen? 


Service of 3-sheet Neighbor: Posting 


Ee 


CRITERION SERVICE, 
Graybar Building, New York 
Please send your portfolio. 


CAMPAIGN OF 
‘ARCHITECTURE 
BLAZES TRAIL 


Takes Architect’s Story to the 
Consumer 


New York, Oct. 16—In a series of 
educational advertisements directed 
to prospective builders, Charles 
Scribner’s Sons, publishers of Archi- 
tecture, are writing a new page in 
advertising history. 

The campaign is unique because it 
is the first time that any business 
paper in a vertical field has ever 
gone direct to the consumer to adver- 
tise the profession it represents. 

“In normal years the architects 
of this country control a four-billion 
dollar market,” Carroll B. Merritt, 
business manager of Scribner’s, told 
ADVERTISING AGE in discussing the 
campaign. 

“Like the doctor and the lawyer, 
the architect has a code of ethics 
which prohibits the use of paid ad- 
vertising. But his is a story that we 
felt the public was entitled to know, 
and as interested bystanders we de- 
cided to take this task upon our own 
shoulders.” 

Scribner’s Qualifications 

Mr. Merritt explained that he felt 
this to be a task the Scribner organi- 
zation was particularly well qualified 
to perform, as the company has not 
only published one of the leading 
architectural magazines for many 
years, but for nearly half a century 
has published under the Scribner 
imprimatur numerous books for 
architects. 

The campaign started some months 
ago with full-page advertisements in 
Scribner’s Magazine. Shortly there- 
after two other magazines were 
added—House Beautiful and Coun- 
try Life in America. 

The theme of the campaign is 
wholly of an educational nature, de- 
scribed by Mr. Merritt as “informa- 
tive advertising concerning the func- 
tions and purposes of the architec- 
tural profession.” 

Dissipate Myths 

“Briefly,” he said, “ our purpose in 
inaugurating this series was to bring 
the public into closer touch with the 
architects of this country, to explain 
as best we could out of our long ex- 
perience just what his real functions 
are, and to show how vital a part 
he has played in the development of 
this country.” 

Supplementing the publication 
copy, the company has published a 
16-page booklet, entitled “This Man 
the Architect.” It was written by 
H. H. Saylor, editor of Architecture, 
who is a practical architect and a 
member of the American Institute of 
Architects. 

In each advertisement of the series 
a copy of this booklet is offered free 
of charge, and the entire first edition 
of 10,000 copies was quickly ex- 
hausted. A second edition of the 
same size is now being distributed. 

In this booklet Mr. Saylor analyzed 
the functions of the modern archi- 
tect, which are radically different 
from the popular assumption. 

Mr. Saylor employed a rather 
striking analogy to correct some 
popular misconceptions. 

“To conceive of the architect as a 
mere producer of plans is like re- 
garding a physician as a mere pro- 
ducer of prescriptions. . . . Building 
from a ‘set of plans’ is a great deal 
like picking up a doctor’s prescrip- 
tion on the street and trying it out 
to see what it will do to you.” 

The campaign has strengthened 
the architect’s position in the pub- 
lic mind, and emphasized the leader- 
ship of Architecture in its field. 


Appointed by Tower 


England representative of the 

Tower Magazines, Inc., New York. 

= has been in the New York terri- 
ry. 


HOST TO VETERANS 


Alden H. Kenyon 


How Newspapers 
Helped National 


Furniture Show 


Though dealers who attempted to 
use the First National Home Fur- 
nishings style show as an excuse for 
bargain sales found them “terrible 
flops,” the majority, who dressed up 
their stores and advertised style, 
design and ensemble groups, en- 
joyed good results. 

This is the summary of the Na- 
tional Retail Furniture Association 
and the National Association of 
Furniture Manufacturers, Chicago. 

“Standing out as the crowning 
success of the show,” said the re- 
port, “was the co-operation given by 
newspapers. 

“Not only did 300 newspapers 
print special sections but for weeks 
in advance of the opening date, the 
event was publicized in news stories 
in approximately 600 cities. Co- 
operatively and individually in the 
special supplements during the Style 
Show, the dealers tied in to this 
publicity with their advertising 
copy. 

“Toledo dealers co-operated in 
making the Style Show a dignified, 
city-wide event. The mayor issued 
a proclamation commending the 
show and calling attention of the 
citizens to it. The Toledo News-Bee 
displayed Style Show cards on 1,000 
newsstands and each of their trucks 
bore large blue and white banners 
reading: ‘National Home Furnish- 
ings Style Show, Sept. 26 to Oct. 4. 
Watch the News-Bee for details.’ 


“Shorn of the usual stunt-induce- 
ment aspect of such affairs, a fea- 
ture of the Toledo show was a wed- 
ding on the night of October 3. A 
crowd of 7,500 persons attended the 
nuptials at which Rev. Elwood Row- 
sey, pastor of the First Presby- 
terian Church, officiated. The couple 
was selected by a committee ap- 
pointed to make the arrangements. 

“The Indianapolis Times con- 
ducted a window identification con- 
test which attracted large crowds to 
the furniture stores of the city. 
Each day a picture was printed of 
one of the display windows and en- 
trants to the contest made to iden- 
tify the store. Prizes given by each 
of the stores were awarded after 
the closing of the show. Other cities 
had similar features.” 


Agency for June Days 


The advertising of June Days, cos- 
metics and perfumes, Des Moines, 
Ia., and Chatham, N. J., has been 
placed with Howland, Oliphant & 
McIntyre, New York. 

Magazines, newspapers, trade pa- 
pers and radio will be used. 


Coast Papers Combine 
The Watsonville (Calif.) Register 


E. L. Schroeder has become New/has purchased the Pajaronian, of 


that city, and the papers are now 
sold only in combination. Both are 


ear by M. C. Mogensen & 
0. 


STARS & STRIPES 
HOLDS REUNION 


Boston, Mass., Oct. 16—One of 
the high spots in the American 
Legion convention was a reunion of 
the staff of the Stars and Stripes, 
published for and by the American 
Expeditionary Forces during the 
war. The reunion, the second of 
the kind, developed the fact that 
most of the men who got out the 
Stars and Stripes are now making 
a living at similar work. 

The gang foregathered in the 
Brookline home of Alden H. Ken- 
yon, head of the Kenyon Company, 
Boston agency. He was one of the 
business managers of the Stars and 
Stripes during the war. 

Being a business manager on the 
Stars and Stripes involved only rou- 
tine work. American advertisers 
were so anxious to maintain liaison 
with their prospects in France that 
only a small part of the proffered 
copy could be inserted each week. 

The Stars and Stripes was pub- 
lished by buck privates for buck 
privates. Pershing, wise in the 
ways of the army, knew that propa- 
ganda could have no place in the 
paper if it were to find acceptance 
as the publication of the A. E. F. 
He knew that privates, having noth- 
ing to lose, could be depended on to 
make the paper one that would ap- 
peal to the man in the ranks. 

Among Those Present 

Those responsible for the Stars 
and Stripes who got up to Boston 
for the reunion included Alexander 
Woolleott, New York, dramatic 
critic; Harold Ross, editor of The 
New Yorker; Richard Waldo, presi- 
dent of the McClure Newspaper 
Syndicate; Robert J. Snadjer, man- 
aging editor of the Cleveland Plain 
Dealer; Adolph Ochs, 2d, of the 
Chattanooga Times; Mark Watson, 
managing editor of the Baltimore 
Sun; C. Leroy Baldridge, famous 
poster artist; John J. Winterich and 
Philip von Blon, editor and man- 
aging editor, respectively, of the 
American Legion Monthly; 

Tip Bliss, New York wag and 
magazine writer, whose novel, “The 
Broadway Butterfly Murders,” has 
just been published; Hilmar R. Bau- 
kage, editor United States Daily; 
Nicholas Beser, Baltimore; John 
Black, Brooklyn Eagle; Charles 
Phelps Cushing; A. J. Fehrenbach, 
ADVERTISING AGE, New York; Sol 
Goldberg, Philadelphia Bulletin; 
Mayor Joseph L. Heffernan, 
Youngstown, O.; Stanley Howell; 
Sidney (“Sid”) Houston, National 
Tribune; Richard (“Dick”) Jones, 
public relations counsel; 

Harry L. Katz, manager Interna- 
tional Label Corporation; John J. 
Kelly of Batten, Barton, Durstine & 
Osborn; Frederick Painton, Amer- 
ican Legion Monthly; Arthur J. 
Printz, vice-president Printz-Bieder- 
man Company, Cleveland; Harry L. 
Rodd, superintendent Ginn & Co.; 
Melvin Ryder, Amos Parrish & Co.; 
George M. Sangster, Albert Frank 
& Co.; 

Daniel (“Dan”) Sowers, general 
counsel, Henry L. Dougherty Com- 
pany; David R. Starrett, Carnegie 
Steel Company; William Custer 
Waltman, Philadelphia; Clifford T. 
Warner, Detroit; Egbert G. White, 
Batten, Barton, Durstine & Osborn. 


William C. Procter Is 


Chairman of Board 
William Cooper Procter has re- 
signed as president of the Procter 
& Gamble Company, Cincinnati, to 
become chairman of the board, Vice- 
President R. R. Deupree becoming 
president. 
Col. Procter’s activity in the com- 
pany’s affairs will continue. 


Made Vice-President 


Howard H. Hoyt has become a 
vice-president of the Dyer-Enzinger 
Company, and will have charge of 
the New York office. 

Mr. Hoyt spent 11 years with N. 
W. Ayer & Son, after serving as 
sales manager of the Smith Motor 
Truck Company. 
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ADVERTISING AGE 


NEW TECHNIO UE 


The illustrations used in the advertising of Bach- 
rach Neckwear, New York, are considerably out of 


the beaten path. 


v7 LESTER RYU Bit ~ | 


Sales Managers 
Pick Agency Man 


William C. Arthur, of the Ensign 
Advertising Agency, has been in- 
stalled as president of the Sales 
Managers Club of Pittsburgh. Other 
officers: 

First vice-president, Holgar John- 
son, Penn Mutual Life Insurance 
Co.; second vice-president, Don H. 
Wyre, General Electric Co.; secre- 
tary, Lou Snyder, William G. John- 
ston Co.; treasurer, Iliff Jones, Ship- 
ley-Massingham. 


Campbell Soup Elects 


George M. Dorrance has _ been 
elected chairman of the board of 
the Campbell Soup Company, Cam- 
den, N. J., in a reorganization fol- 
lowing the death of Dr. John T. 
Dorrance. The position is a new 
one. 

Mrs. John T. Dorrance has been 
elected a director. Arthur C. Dor- 
rance has become president and 
H. L. Williams is vice-president in 
addition to treasurer. 


Advertise Truck Line 


Pacific Freight Lines, a merger 
of 20 motor freight systems operat- 
ing in California, have appointed 
the Los Angeles office of Emil 
Brisacher and Staff to handle their 
advertising. 

Outdoor governing and news- 
papers will be use 


Advertise Mausoleums 


Holy Cross Cloister, Inc., Brook- 
lyn, Y., builder of Mausoleums, 
has appointed the Kleppner Com- 
pany, New York, to direct its 
advertising. 


OKLAHOMA CITY 


The most progressive and prosperous city in the 
United States today and is especially adapted for 
Poster Advertising. Our plant is unexcelled in point 
of distribution and service and is conducted under 
the rules and regulations of the Outdoor Advertising 
Association of America, in which we hold member- 
ship. Write us direct or consult your agency mem- 
bd ad Association Solicitors for rates and 
allotment 


OKLAHOMA POSTER ADVERTISING COMPANY 
Oklahoma at East Street 
OKLAHOMA CITY 
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230 PARK AVE. 509 FIFTH AVE. 
60 E. 42nd ST. 250 W. 57th ST. 
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‘Mail’s’ Page 1 
Boosts Parker’s 
London Sales 


London, Oct. 16—(Special Corre- 
spondence)—The Parker Pen Co. 
Ltd., London, of which A. R. Zoc- 
cola is managing director, success- 
fully counteracted the “summer trade 
slump” by a piece of boldly-con- 
ceived newspaper advertising, and 
set up some notable sales records. 


At a time when sales reached 
only 80 per cent of the anticipated 
volume, it was decided to attempt to 
break the slump by a spectacular 
advertising display. The famous 
front page of the Daily Mail (Lon- 
den) was booked at a cost of £1,400 
(approximately $7,000) and a most 
arresting layout, with “holiday” 
copy, was prepared and placed by 
the Parker agents, First Interna- 
tional Agency, Ltd., Bush House, 
London. 


The company’s salesmen and the 
retail trade were informed of this 
move a fortnight before the inser- 
tion date. Here is the sequel, as told 
to ADVERTISING AGE by Joseph W. 
Rowbottom, managing director of 
First International Agency, Ltd.: 

“The sales for the four weeks that 
followed exceeded our most sanguine 
expectations. The figures achieved 
were 108 per cent, 107 per cent, 114 
per cent, and 135 per cent of the 
anticipated volume, showing a total 
average increase in sales over the 
same period last year of not less 
than 69 per cent, lifting the year’s 
sales to date from a figure of 14.7 
per cent to 26 per cent over last 
year.” 

The page had also a very stimu- 
lating effect on Parker distributors 
in other European countries such as 
Germany, France, and Holland, 
where suitable reproductions were 
used for dealer displays. The Parker 
Company has since booked a second 
front page in the Daily Mail of 
which the net paid daily sales fig- 
ures are 1,872,418. 


Investigate WEVD 


Char —_ with improper announce- 
ment of call letters, playing of pho- 
nograph records not announced as 
such and operating without a licensed 
operator, Station WEVD, New York, 
was called before the Federal Radio 
Commission Oct. 14. 


Dexter Names Agency 

C. H. Dexter & Sons, Windsor 
Locks, Conn., manufacturers of Dex- 
star and Staybrite thin papers, have 
laced their account with the een 


Companies Plan 
to Broadcast 
to S. America 


Washington, D. C., Oct. 16—The 
General Electric Company and the 
Westinghouse Electric & Mfg. Com- 
pany have petitioned the Federal 
Radio Commission to modify their 
relay broadcasting licenses to per- 
mit the sale of commercial pro- 
grams rebroadcast to foreign coun- 
tries. 

The General Electric Company 
maintains a station at Schenectady, 
N. Y., which rebroadcasts the pro- 
grams of the National Broadcasting 
Company. These programs, sent 
over short-wave transmitters, have 
created large listening audiences in 
other countries, particularly South 
America, according to the petition. 
“The art has progressed to the 
point where reception in foreign 
countries is almost 100 per cent re- 
liable,” said a letter accompanying 
the application of the General Elec- 
tric Company. 

“The time has arrived when the 
high cost of operation and programs 
for such transmissions might well 
be shared by commercial interests. 


Cup to Goldner 


Frank C. Goldner won the How- 
ard C. Story cup for low net in the 
handica golf tournament which fea- 
tured the eral outing of the Poor 
Richard Club, Philadelphia. Samuel 
Ramsdell was the runner-up. 

The Doyle cup for low gross went 
to John C. Buchanan, with Richard 
T. Akley second. 


Plan Wall Paper Copy 


The Stewart-Jordan Company, 
Philadelphia, will use magazines, 
trade papers and direct mail in a 
preliminary compaign for En-Durel, 
a washable wall paper made by 
the United Wall Paper Factories 
through its Robert Griffin Division 
in Jersey City. 


With “Bank Journal” 


Gerald Dumars has been ap- 
pointed advertising manager of the 
Savings Bank Journal, New York. 
He has been with the United States 
Daily and others. 


With Bon Marche 


Coming from the Hearst organiza- 
tion, R. D. Friend has become adver- 
tising manager of the Bon Marche, 
Seattle department store. He was at 
one time with the Omaha Bee. 
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Plan Coast Network 


The Pacific Coast Broadcasting 
Company will take the air Novem- 
ber 1 as a new network. Nine sta- 
tions are now affiliated, including 
KVOS, Bellingham, Wash.; KXA, 
Seattle; KXL, Portland, Oreg.; 
KORE, Eugene, Oreg.; KTAP, San 
Francisco; KTM, Los. Angeles; 
KMED, Medford, Oreg., and KGB, 
San Diego. 


Club Offers Trophy 


The Hartford (Conn.) Advertis- 
ing Club will give a silver trophy to 
the student making the best record 
in the advertising course instituted 
at the Hartford Evening High 
School. 


Razor Account to 


Reimers & Whitehill 


The DeHaven Razor Corporation, 
New York, has placed its advertis- 
ing with Reimers & Whitehill, of 
that city. 

Another account now being han- 
dled by the agency is that of White- 
hill Products, Inc., Newburgh, N. 
Y., maker of duPont lacquered fab- 
ric cleanable table cloths, card table 
tops, etc. 


Joins Redfield-Coupe 


M. S. Beggs has become assistant 
to the president of Redfield-Coupe, 
Inc., New York. He was formerly 
New England representative of the 
Farm Journal. 
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Would Have 
Space Salesmen 


Use the Mails 


Boston, Mass., Oct. 16—The elim- 
ination of personal salesmanship in 
favor of the written variety in the 
sale of space was advocated in an 
address here by William H. Mc- 
Leod, advertising manager of Wil- 
liam Filene’s Sons Company. 


The time spent by advertising 
managers of department stores in 
listening to space salesmen accounts 
in large part for most of the poor 
copy and hurriedly prepared adver- 
tisements used by such stores, he 
asserted. 


“The reason we are not given 
more written solicitations is be- 
cause many propositions cannot 
stand cold analysis,” he asserted. 
“They need the support of high- 
powered salesmanship to get across.” 


Mr. McLeod is equally interested 
in getting the superiors of advertis- 
ing managers to adopt a “hands off” 
policy. Many cases are re-opened 
when salesmen gain the ear of some 
officer of the company, and the ad- 
vertising manager must £o over the 
ground again in many instances. 


Helen Ryman Heads 
Pittsburgh Women 


Helen Ryman has become presi- 
dent of the Women’s Advertising 
Club of Pittsburgh. She succeeds 
Mrs. Frances Howell, unable to 
take the office to which she was 
elected because of her new work as 
advertising manager of Gimbel’s. 

Kathryn Power is vice-president 
and Grace Stuart Gardner secretary 
and editor of “Wactivities.” Lillian 
Mack is corresponding secretary and 
Mary Eichelberger, treasurer. An- 
toinette Bittner is in charge of pro- 
grams. 


M. A. McRae Dead 


Col. Milton A. McRae, 72, one of 
the founders of the Scripps-McRae 
Newspapers, now the Scripps-How- 
ard Newspapers, died in La Jolla, 
Calif., October 11, following an 
operation. 

While on the Detroit News, he at- 
tracted the attention of James E. 
Scripps, who made him advertising 
manager of the Cincinnati Post. 

His activities as business head of 
the Scripps-McRae papers were cur- 
tailed by illness which caused his 
retirement at the age of 49. 


Made Sales Manager 


A. M. Ballard has become sales 
manager of the H. F. Wilcox Oil & 
Gas Co., Tulsa, Okla. He succeeds 
Mac Kennedy, resigned. 


“PUT IT IN WRITING” 


W. H. McLeod 


Advertising in 
Nebraska Paper 
Under Scrutiny 


Omaha, Neb., Oct. 16—Robert 
Rice, editor of the Central City 
(Neb.) Republican, is faced with an 
investigation at the hands of the 
Federal Trade Commission and 
United States postal authorities, 
according to word received here. 
The proposed investigation is be- 
cause his paper has carried several 
pages of advertising that have been 
taken as direct opposition to the 
Federal Farm Board. 


Mr. Rice commented as follows: 
“Tf it is a crime to oppose the poli- 
cies of the Farm Board, possibly I 
have been guilty. The charge that 
the grain exchanges have been pay- 
ing for the advertising is beyond 
me. I do not know. 


“IT do know that individual mem- 
bers of the Omaha Grain Exchange 
have bought and paid for advertis- 
ing at the rate of $35 a page. I 
have been paid for every page of 
advertising at that rate and I can 
tell the trade commission in each 
instance where I received the money 
and from whom.” 


Represents Continental 

Continental Typefounders Asso- 
ciation, Inc., New York, has ap- 
pointed Continental Typefounders 
of Chicago as sole representative in 
Illinois, Wisconsin, Indiana, Michi- 
gan, Ohio, Minnesota, Kentucky, 
Tennessee and St. Louis. 

A complete stock will be carried. 


Advertising 
Plates 


¢¢P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


Pp & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 
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Newspaper Matrices 
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helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street : 


Chicago 


Proof 
o the Pudding 


No business depression is able to 
halt the onward march of the ciga- 
rette industry, according to Charles 
D. Barney & Co., who recently made 
a world-wide survey. Net earnings 
of the four leading manufacturers 
have shown a gain every year since 
1921, with the exception of 1923. 

Earnings in 1929 aggregated $85,- 
742,910 and the 1930 figure will be 
higher, according to this authority, 
The R. J. Reynolds Tobacco Com- 
pany has maintained its position as 
the largest distributor to its stock- 
holders, 1929 dividends amounting 
to $32,210,521. The American To- 
bacco Company, Liggett & Myers 
and P. Lorillard Company followed 
in the order named. 


The success of Federal Bake 
Shops, Inc., has stimulated specu- 
lation as to future developments in 
this field. At the close of 1929, the 
company operated 95 units, which 
served as outlets for the company’s 
sweet baked goods. The introduc- 
tion of soda fountains in many of 
the stores in 1929 will be followed, 
it is predicted, by lunch counters, 
Sales for 1930 exceed those of 1929. 


* * 8 


Some recent figures on the 1929 
production of the American Safety 
Razor Corporation indicate that the 
company is in a strong position. 
During that year, production in- 
cluded 5,486,238 razors, 171,997,616 
blades, and 1,645,602 brushes, each 
item being well ahead of the 1928 
figure. Net profit in 1929 amounted 
to $1,543,300, also in excess of 1928 
earnings. 

7 * * 


The Simmons-Boardman Publish- 
ing Company earned $281,077 for 
the first nine months of 1930, which 
is better than the 1929 figure. Earn- 
ings for the first half of the year 
are equivalent to $2.53 per share of 
common stock. 


Advertising has helped to create 
a new type of investment trust, 
Trustee Food Shares, which re- 
cently announced its plans. The 
trust is described as being of the 
limited-discretionary type and_ it 
deals in stocks which represent a 
cross-section of the food industry. 
The stocks offered are in Amer- 
ican Stores Co., American Sugar 
Refining Co., Beatrice Creamery 
Co., Beech-Nut Packing Co., Borden 
Company, California Packing Corp., 
Canada Dry Ginger Ale, the Cola- 
Cola Company, Corn Products Re- 
fining Co., Dominion Stores, Ltd.; 

First National Stores, General 
Foods Corp., Gold Dust Corp., 
Hershey Chocolate Corp., Jewel Tea 
Co., Loose-Wiles Biscuit Co., Na- 
tional Biscuit Co., National Dairy 
Products Corp., Procter & Gamble 
Company, Purity Bakeries Corp., 
Seeman Brothers, Standard Brands, 
Swift & Co., United Biscuit Com- 
pany, United Fruit Company, United 
States Dairy Products Corp., White 
Rock Mineral Spring Co., and the 
William Wrigley, Jr., Company. 


The Coca-Cola Company will 
establish a new record for sales in 
1930, in the opinion of the Chicago 
Journal of Commerce, which points 
out that the 1929 increase in sales 
over 1928 was 13.3 per cent, with 
an increase in cost of sales of only 
8.1 per cent. Sales in 1929 aggre- 
gated $39,260,000. 

The same authority reported that 
Coca-Cola has been successful in re- 
ducing the “ratio cost of goods sold 
to sales” almost every year. The 
ratio in 1929 was 57.48, the lowest 
ever recorded by the company. 

Coca-Cola is sold by 2,200 job- 
bers, 1,250 bottlers, 105,000 soda 
fountains and more than 600,000 
bottle retailers. 


Claude Neon Lights, Inc., is hav- 
ing a prosperous year, sales for the 
first half of the year showing a 30 
per cent gain over 1929. 
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Turn on Power 
Urges Caldwell, 
Radio Editor 


New York, Oct. 16.— “Federal 
commissions concerned with routine 
become futile things; and in its 
efforts to administer radio with one 
ear held close to the lips of its 
political masters, the Federal Radio 
Commission is no exception to this 
rule.” 

This statement was made in his 
papers by O. H. Caldwell, editor of 
Electronics and Radio Retailing. 
Mr. Caldwell is a former member of 
the Federal Radio Commission. 

“Its recent regulation preventing 
half of the broadcasting stations on 
clear channels from having high 
power (even though such stations 
are willing to spend hundreds of 
thousands of dollars for high-power 
equipment and thus to serve the 
public with high-intensity signals), 
is but an example of the Commis- 
sion’s absurd struggles to comply 
with the politicians’ behests, even 
at the cost of public service,” said 
Mr. Caldwell. 

“If high power is good on four 
channels out of eight in each zone, 
certainly it is just twice as much 
in the public interest to have all 
eight go to high power. 

Reach the Farms 

“For it is power—high-power 
broadcasting—that has made radio 
reach the ranches and farms. Put- 
ting power behind the programs has 
enabled rural listeners to hear great 
speakers, great musicians and great 
events of the day, with all the 
crispness and clarity with which 
they can be heard in the city, a hun- 
dred miles away. 

“And so, today, the names of 
KDKA, WJZ, WGY, WEAF, WGN 
and WLW are household words in 
farm homes everywhere. On them, 
and on stations like them, millions 
of farm homes have learned to de- 
pend, for news, markets, education 
and entertainment. 

“Power and power only can drive 
strong sharp signals through the 
racket and roar of summer interfer- 
ence. 

“Power, and more power is the 
answer to the farmer’s plea for 
better radio service. 

“Power will bring in his market 
figures clear and unmistakable, his 
musical programs unmarred by vol- 
leys of musketry from ‘static.’ Power 
enables the radio message to over- 
ride the natural interference. 

“In its present attitude of re- 
stricting and limiting the use of 
high power on half of the forty 
clear channels, the Radio Commis- 
sion is operating directly in opposi- 
tion to the public interest, and con- 
trary to the consensus of all expert 
and engineering opinion. 

“It is deliberately wasting the 
priceless public resource of the 
radio channels, and imposing a 
senseless hobble on the enjoyment 
of good broadcasting by millions of 
our people.” 


All Ready for 
Outdoor Meeting; 
It’s Number 40 


Milwaukee, Wis., Oct. 16—The 
40th annual convention of the Out- 
door Advertising Association of 
America will be held here October 
21. It is described by Arthur Sie- 
gel, chairman of the convention com- 
mittee, as the “hottest, rip-snortin- 
est, most two-fisted meeting on rec- 
ord.” 

The registration booth will be at 
the Hotel Schroeder Monday, but 
will be moved to the Milwaukee Au- 
ditorium for the Tuesday arrivals. 

Mayor Honn, who will welcome 
the outdoor men to Milwaukee Tues- 
day morning, will be introduced by 
E. J. Costello, publisher of the 
Milwaukee Leader. C. C. Young- 
green will also speak at this ses- 
sion. 

M. F. Reddington, of Reddington, 
Inc., New York, and C. E. Marley, 
president of the Outdoor Advertis- 
ing Association of Canada, will 


Women in 
Advertising 


Ruth Fisher Gragg 


While a student in Illinois Wom- 
en’s College, where she majored in 
mathematics, Ruth Fisher Gragg 
dreamed of a career as a teacher. 
Destiny intervened, however, and 
now she listens to space salesmen 
tell about circulation breakdowns 
and buying power. 

The role of space-buyer, with 
which Mrs. Gragg ‘combines the 
duties of secretary and _ business 
manager of McQuinn & Co., Chi- 
cago agency, was not attained over- 
night, but she dallied as little as 
possible on the lower rungs. 

Her earlier experience with pub- 
lisher’s representatives, a small 
agency and in charge of statistics 
for the Chicago office of the Curtis 
Publishing Company now stand her 
in good stead in the commercial 
phases of advertising practice. 

“There are sO many women 
achieving outstanding success in all 
branches of advertising work,” said 
Mrs. Gragg, “that it would be im- 
possible to pick any certain field in 
which they should specialize. I do 
think, though, that women, because 
of their analytical disposition, are 
particularly well qualified for space 
buying. 

“The editor of a publication is 
likewise its circulation manager and 
advertising salesman. 

“I try to familiarize myself as 
thoroughly as I can with editorial 
content, and it seems to me that the 
first concern of space salesmen 
should be to help the buyer in- 
terpret editorial in terms of the 
market it interests.” 

Mrs. Gragg’s other big interests 
are Kathryn, her ten-year old daugh- 
ter, and the Women’s Advertising 
Club of Chicago, which she has 
served in several executive capaci- 
ties. This year she is program 
chairman. 


speak Tuesday afternoon. A _ busi- 
ness session will follow. 

The first act of a three-act drama 
will be presented Wednesday morn- 
ing, following speakers being George 
Volz, advertising manager, midwest 


division, Shell Petroleum Corp.; 
Walter Tyrrell, General Outdoor 
Advertising Co.; P. L. Michaels, 


Houston Poster Advertising Co.; 
Charles W. LaMar, Baton Rouge 
Advertising Co., and R. L. Whitten, 
of Sellers Service. 

Porter Leach, of the Outdoor 
Advertising Agency, will talk 
Wednesday afternoon, as will R. H. 
Fletcher, Helena, Mont.; W. A. 
Gibson, Outdoor Service; R. E. 
Fitz, Cream City Bill Posting Co.; 
D. D. Donahue, of John Donahue & 
Son; Myles Standish, Standish- 
Barnes Poster Advertising Co.; F. 
W. Lines, general sales manager of 
Walker & Co.; Howell C. Thomas, 
Anderson (Ind.) Poster Advertising 
Co., and H. C. MacDonald, presi- 
dent of Walker & Co. 

An elaborate entertainment pro- 
gram will include a golf tourna- 
ment. 


150,000 Men Use 


Bond Budget Plan 
St. Louis, Mo., Oct. 16—A 
total of 150,420 men have 
availed themselves of the 
budget plan featured in the 
Bond clothing stores for the 
last two years. Under the 
Bond plan, a payment of $10 
is asked at the time of pur- 
chase, the remainder being 
paid in ten equal weekly in- 
stalments. 


Says Australia 
Is Partial to 
U.S. Products 


New York, Oct. 16—The best 
buying countries in the world per 
capita of population are Australia 
and New Zealand, according to 
Frank Goldberg, governing director 
of the Goldberg Advertising Agency, 
Ltd., of Australia and New Zealand, 
who has just arrived in New York 
preparatory to a tour of the United 
States. 

“These countries spent millions of 
dollars on American goods last 


TELLS OF AUSTRALIA 


Frank Goldberg 


year,” Mr. Goldberg said. “The 
natural resources of Australia, 
which are the envy of the world, 
and New Zealand’s wealth, ranked 
as the second highest of any coun- 
try, indicate the possibilities.” 
Mr. Goldberg’s visit is his sixth to 


the United States. 

Citing approximate amounts 
which American manufacturers are 
spending to advertise their products 
in Australia and New Zealand, Mr. 
Goldberg said that the Hudson- 
Essex cars expend annually about 
$200,000; Phoenix hosiery, $50,000; 
Durant Rugby cars, $50,000; Reo 
cars and trucks, $80,000; Brunswick 
gramophones and records, $100,000; 
Old Dutch Cleanser, $40,000; Peb- 
eco tooth paste, $25,000; Packard 
cars, $15,000; Van Heusen collars, 
$12,000; and Case tractors, $10,000. 

Among those named in a recent 
report as having established factory 
branches in Australia are the Koly- 
nos Company, Holeproof Hosiery 
Co., H. J. Heinz Co., Julius Kayser 
& Co., Lever Brothers Co., Nestle’s 
Food Co., Colgate-Palmolive-Peet 
Co., Jantzen Knitting Mills, Ford 
Motor Co., General Motors Corp., 
and others. 


Considine Honored 


A tablet to the memory of Lieut. 
Raymond John Considine, one-time 
member of the Poor Richard Club, 
Philadelphia, was dedicated Sep- 
tember 1 by the Fifth Division So- 
ciety, United States Army. The me- 
morial was presented by Philip J. 
McCook, Justice of the New York 
Supreme Court. 


Cream (ity Bill Posting (0. 


INCORPORATED 


96-39 EIGHTH STREET, MILWAUKEE, WIS. 
The Milwaukee Market is the Wisconsin Market 
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RANKIN WINS 
SUIT AGAINST 
ASSOCIATION 


Supreme Court Refuses to 
Hear Case 


New York, Oct. 16.—A legal bat- 
tle that has been waged for 12 years 
between the William H. Rankin 
Company and the Associated Bill- 
posters of the United States and 
Canada, which has since become the 
Outdoor Advertising Association of 
America, ended this week when the 
United States Supreme Court de- 
nied a petition for a rehearing. 

The court’s refusal to rehear the 
case automatically upholds a de- 
cision of Judge Kenesaw Mountain 
Landis given in 1916, holding the 
Associated Billposters guilty of 
conspiracy to monopolize the out- 
door advertising business in viola- 
tion of the Sherman anti-trust law. 
The decision also automatically sus- 
tains damages of $277,329.58 
awarded the Rankin Company by 
the United States District Court in 
New York, and confirmed by the 
Appellate Court. Including interest, 
the total now amounts to $302,- 
011.92, Mr. Rankin said. 


Rankin’s Statement 


The following statement was is- 
sued by Mr. Rankin: 

“Prior to 1913 the billboard 
organization developed in strength 
to a point where it eliminated all 
competition in the field and dictated 


where and on what terms outdoor 
advertising could be placed, restrict- 
ing the agencies through which 
orders for such advertising would 
be received. 

“While there were 40 agencies 
engaged in this business in 1911, by 
1912 all but three had been forced 
out—N. W. Ayer & Son, the George 
Batten Company, and the William 
H. Rankin Co. The following year 
these three were also eliminated. 

“The United States Government 
had already begun an investigation 
of the situation, and this investiga- 
tion resulted in a decree in 1916, de- 
claring the organization and the 
members guilty of conspiracy in 
violation of the Sherman Anti-Trust 
Law which guaranteed free and 
equal opportunities in every busi- 
ness. 

Filed Suit 

“Upon the entry of the decree the 
William H. Rankin Company began 
suit in October, 1918, against the 
association and certain members 
of it. 

“Upon the filing of the suit the 
Associated Billposters sought to 
have the suit dismissed on the 
ground that the case was not within 
the purview of the laws governing 
Interstate commerce. It was suc- 
cessful in the lower courts, but in 
1922 the United States Supreme 
Court ordered the lower courts to 
hear the case. Justice MacReynolds 
in an opinion held that the billpost- 
ing business of the Rankin Company 
had been destroyed by the so-called 
billposters’ trust, and $277,329.58 
was fixed by the court as damages. 

“The defendants appealed to the 
United States Appellate Court, 
which sustained the plaintiffs. In 
the final step the defendants peti- 
tioned a rehearing of the case which 
the United States Supreme Court 
refused to grant.” 

Hurd and Green, local attorneys, 


said they based their defense on the 


TO ADDRESS CLUB 


Dr. A. D. Albert 


Dr. Albert will be the speaker 
at the October 21 meeting of the 
Women’s Advertising Club of Chi- 
cago. This will be a dinner meeting 
at the Chicago Women’s Club. 


contention that the association is 
not and never has been engaged in 
advertising, and that it should not 
be held responsible for acts of its 
members. 


Industrial for O’Keefe 


Herman H. Sticht & Co., New 
York, electrical and industrial in- 
struments, have placed their ac- 
count with the New York office of 
the P. F. O’Keefe Advertising 
Agency. 

Business papers and direct mail 


will be used. 


MARKET PLAGE 
IN CHICAGO Is 
JOINT EFFORT 


Woolworth Sponsors Perma- 
nent Exhibit 


The United Exhibitors, Inc., Chi- 
cago, a permanent manufacturers’ 
exhibit of all the products of mod- 
ern civilization, must be the answer 
to shopkeepers’ complaints’ that 
women shop too much and buy too 
little. Here they may look and ask 
questions to their heart’s content, 
but may not buy. However, should 
they be suddenly overtaken by the 
possessive urge, they are quickly di- 
rected to nearby retailers. 

This new idea in sales promotion 
is backed by the Woolworth Com- 
pany and a ten-story building in the 
heart of Chicago’s retail shopping 
district is devoted to the purpose. 
The manufacturers’ spaces are com- 
pact and accessible, so that visitors 
can quickly inspect a great many 
lines. The displays and demonstra- 
tions are planned for merchants, 
buyers and every agent of distribu- 
tion in any industry, as well as for 
the general public. 

When the doors were opened a 
fortnight ago, more than 100 manu- 
facturers were represented. The 
promoters expect to have from 500 
to 1,000 within a year. The cos- 
metic and foodstuff divisions made 
the best initial showing, and the 
demonstrations so far staged by the 


bal 


management have featured these 
two lines. 
Daily Demonstration 

The demonstrations in the cos- 
metic division are daily events, held 
in a lecture hall adjoining the cos- 
metic section. Several programs 
featuring lectures by well known 
cosmeticians have been advertised 
in the newspapers, and the crowds 
thus attracted have taxed facilities 
to the limit. 

The promotion efforts for the food 
section center around the “House 
Within,” a dining room, kitchen and 
lounge adjoining the food displays, 
Here a luncheon sponsored by a 
women’s organization is served every 
day. The products of manufactur- 
ers exhibiting make up the menu, 
and the women are invited to re- 
main in the lounge to hear a lec- 
ture on the uses of these products. 

The club sponsoring the luncheon 
pays $10 for service for 108 per- 
sons. It can sell the luncheon tick- 
ets for any amount it wishes. The 
usual resale price is 50 cents, at 
which figure the club nets $44. 

Mrs. E. V. Dunnington, who is in 
charge of this department, says 
that as a result of direct mail ad- 
vertising to women’s clubs, the 
“House Within” is booked nearly 
solid for the next 90 days. 

The cost of advertising to explain 
the purpose of the exhibits and to 
announce special demonstrations is 
taken from a fund built up by as- 
sessing each exhibitor a uniform 
amount. The leasing of space auto- 
matically binds the exhibitor to the 
co-operative advertising. 


Baxter’s New Work 

W. R. E. Baxter has joined Whit- 
tlesey House, recently organized 
trade division of the McGraw-Hill 
Book Co., New York, and will be in 
charge of publicity. 

He was formerly managing editor 
of “McGraw-Hill News.” 


Merchandising in the Industria 


By JAMES R. WHITE 


Vice-President and Director of Sales, 
Jenkins Bros., New York 


| Field 


IN THE OCTOBER ISSUE OF 


CLASS & 
Industrial Marketing 


Unusual—informative—stimulating! Typical of the editorial service 


of this unique industrial merchandising magazine. 


Send for a copy. 


Address, 537 South Dearborn Street, Chicago 
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EUROPE FORGES 
TO FRONT IN 
REPRODUCTIONS 


Flader Tells of Developments 
Abroad 


Philadelphia, Oct. 17.—One of the 
outstanding features of the 34th 
annual convention of the American 
Photo-Engravers’ Association Octo- 
ber 9-11, which was attended by 
600 members, was an address on 
“New Developments in the Graphic 
Arts,” by Louis Flader, Chicago, 
commissioner of the association. 

Mr. Flader devoted the major por- 
tion of his talk to a review of 
startling improvements in England, 
Belgium and France in the fields of 
offset, or planographic plate-making 
and rotogravure processes, assuring 
his hearers that these developments 
are bound to loom big in the future 
and urging them to use some of 
these processes to cut production 
costs. 

Adolph Schuetz, New York, was 
re-elected president of the associa- 
tion, others being re-elected as fol- 


lows: Carl F. Freilinger, Portland, 
Ore., first vice-president; Peter 
Schotanus, Detroit, second vice- 


president; Oscar F. Kwett, Canton, 
O., secretary-treasurer, and Louis 
Flader, Chicago, commissioner. 


The executive committee was 
chosen as follows: C. A. Stinson, 
Philadelphia; E. W. Held, St. Louis; 
Al. Hoffman, San Francisco; E. C. 
Miller, Chicago, and Joseph Dono- 
van, Boston. 


Use New Processes 

“T am here in the capacity of a 
reporter, to tell you what I saw and 
to show you some samples of work 
produced in Europe,” said Mr. 
Flader. “They have different proc- 
esses of offset, or planograph plate- 
making and rotogravure work from 
ours. 

“There is no denying that offset 
work is growing and has attained 
greater popularity in this country 
than it has in Europe. Develop- 
ments were nil till a few years ago, 
when photographers first began to 
adjust offset printing to the busi- 
ness. They could get nowhere until 
they could find a method of printing 
by reduction as used by the photo- 
engraver. 

“I predict that all so-called re- 
productions in offset photography 
will develop from photoprint manip- 
ulation and not from handwork. 
Today, printing methods are far in 
advance of plate-making methods 
in all of their processes, which is 
the reverse of conditions in the 
early days. Methods dealing with 
dot reduction are closely allied to 
photo-engraving methods.” 

Mr. Flader said that in Munich 
a special photograph plate for dot 
reduction has been found but added 
that it would take years for anyone 
to master this process. Dot reduc- 
tion, he explained, is accomplished 
by reducing the area of the dots, 
the method being on the same prin- 
ciple as in photo-engraving, with a 
different application. 

Citing the remarkable growth of 
rotogravure in the past few years 
and expressing his belief that it is 
but the beginning, Mr. Flader said 
that offset work began to develop 
and improve only when the photo- 
engraver entered the field. It was 
the user-demand, he asserted, that 
compelled the photo-engraver to 
develop it and make it a success. 
Also, greater development in color 
photography and rotogravure came 
about only after the photo-engraver 
had been dragged into the work. 
His peculiar knowledge rounded out 
the picture. 


Big Things Ahead 
Calling attention to the engraver’s, 
ridicule of halftones when they were 
devised in 1893, Mr. Flader asserted 
that the things we now think re- 
markable in rotogravure in a few 


years will be regarded as common- 
place. 

“In Europe,” he said, “they are 
inclined to be more studious and 
painstaking than we are on this 
side. In Paris, I found a school for 
rotogravure-plate makers, attended 
by both men and women. They keep 
on learning, there, through experi- 
ence.” 

The speaker passed among the 
audience numerous samples of roto- 
gravure color work from Belgium. 

“They are not so _hide-bound 
about processes,” he said, “as we 
are and in some plants two or three 
processes may be used on the same 
work to get the desired results. I 
selected these samples to show you 
the versatility of the Belgians in 
this work. European engravers, 


generally, may employ as many as 
three processes on a single repro- 
duction.” 

In showing some Sunday news- 
paper rotogravure sections from 
Paris, Mr. Flader explained that 
special presses were used for the 
work. The colors used were blue 
and orange. In samples of com- 
mercial four-color process work on 
rotogravure from Paris, were in- 
cluded pictures of living models 
wearing style garments, as proof 
that this work has been notably well 
produced abroad in spite of the 
belief here that such work could not 
be applied to subjects of this kind 
“because they would move.” 


England Is Pioneering 
In passing around some remark- 


able samples of color commercial 
work produced in rotogravure by 
the Sun Engraving Co., Ltd., of 
London, these subjects varying from 
cut flowers for growers’ catalogues 
to units of many kinds for a mail 
order catalogue, Mr. Flader stated 
this house had invested a million 
dollars in plate-making equipment 
and had built special presses for the 
work. Photographs of the presses 
also were exhibited to the audience. 

He told of the perfection, in 
Vienna, of a non-inflammable water- 
color ink for rotogravure printing, 
that does not rub, adding that it has 
not yet been placed on the market. 

In reviewing the situation in pan- 
tones, Mr. Flader said work that 
looks like lithography has been pro- 


duced from a copper plate with a 
metal surface treated with ink- 
rejecting mercury. The Schwimm 
process of plate-making in Vienna, 
he declared, is a serious matter, 
rapidly producing color plates on a 
mass-production basis, a fast press 
handling as many as ten sets of 
plates. 


While it was claimed for this 
process that perfect color reproduc- 
tion without handwork could be 
obtained, Mr. Flader said he had 
never seen it verified. Among other 
new things the speaker mentioned 
were shading sheets printed in 
color, making it possible to sell the 
customer another color even after 
the job had been printed. 


O TRAPS OR HAZARDS 


im THIS fairway -- 


It’s straight shooting for the reader's eye from tee to cup in Metal 


Progress. Here, at last, is an industrial magazine which encourages 


reading. * Every picture, chart and micro is spaciously reproduced. 


Type sizes are generous throughout. Wide margins and plentiful 


white space on the large pages prevent eye-fatigue. * And if you 


don’t think these innovations encourage reading, look these over: 


“A new standard for technical journals”... “A masterpiece of periodical 
work... on account of its form will have a wider appeal”... “The finest 
thing we have seen in all our experience with the business publishing field” 


- +» “Fills a real need”... “A knock out”... “In the selection of paper, 
fine typography and editorial handling ... an outstanding publication” 
+++ “Attractive to the eyes and mind”...“You have actually succeeded 
in making a technical article look tempting”... 

If your product can be used in connection with the production, selec- 
tion, fabrication, treatment, welding or handling of metals, METAL 
PROGRESS will give you both: the medium and the audience 
ideally suited for your major effort. Prove it to yourself. We'll gladly 


send you a sample copy for your inspection. No obligation. Just write 


METAL PROGRESS, 7016 Euclid Avenue, Cleveland, Ohio. 


Of the 6140 paid up readers 
of Metal Progress, 82.4% 
are men who are respon- 
sible for the selection and 
purchase of materials and 


equipment for their plants 


...+ presidents, vice presi- 


dents, general managers, 


factory managers, works 
managers, metallurgists and 
chemists. Of the remain- 
ing 17.6%, at least 15.3% 
have an important indirect 
influence on equipment 
and material purchases. 


METAL PROGRESS 
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October 18, 1930 


Announcing 


TRAFFIC 
REGULATION 


First issue November Ist 
WwW 


Reaching all municipal offi- 
cials, state highway engi- 
neers and all those inter- 
ested in this important field. 


vW 


For further information 
write 
HOFFMAN PUBLICA. 
TIONS, INC. 


114 E. 32d St., N. Y. City, or 
Merchandise Mart, Chicago, III. 


* PAUL O'HAIRE 
i Artists’ 

q Representative 

e representing 

m Luis Saravi 

. Seymour Ball 

. Norman Farquar 
™ Franklin Booth 
. Ann Brockman 
. 

. 

B 

. 

& 


David Hall 


Layout » Lettering 
e 


GRAYBAR BUILDING 
LEXINGTON 6860 


IMPORTED BRIAR ROOT 
SMOKING PIPES 
have proved their worth as Good 
Will Builders and business accelera- 
tors with a firm name or trade mark 
stamped on the stem in gold. Let 
us send a sample. 


THE BUSHELL CO. 
420 Lexington Ave., New York City 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


Sell Gifts and Artwares 
Through the Jewelry Trade 


This survey tells important facts about 
jewelers’ gift departments. Ask for a 
copy—please write on your letterhead. 


THE JEWELERS’ CIRCULAR 
239 West 39th St., New York, N. Y. 
The Recognized Authority of the Trade 


A Division of the United Business 
Publishers, Inc. 


QUICK FREEZING 
TO REACH INTO 
MANY FIELDS 


Expert Testifies in Packers’ 
Case 


Washington, D. C., Oct. 16.—The 
marketing, not only of meats, but of 
many other perishable food products, 
will be revolutionized by the quick- 
freezing process, Frederick S. 
Snyder, chairman of the board of the 
Institute of Meat Packers, testified. 

Mr. Snyder testified as a witness 

for the packers, Armour and Com- 
pany and Swift and Company, who 
are presenting their case before As- 
sociate Justice Jennings Bailey of 
the Supreme Court of the District 
of Columbia, in an effort to secure 
a modification of the 1920 packers’ 
“consent decree.” 
“This quick freezing process does 
not impair or take away the in- 
herent firmness or other desirable 
qualities of meat, but on the con- 
trary apparently retains the original 
flavor of the meat and adds to it a 
certain degree of tenderness,” he 
stated. 


New Type of Dealer 


“In this process the meat would 
be cut, frozen and packed in retail 
packages right at the packing plant 
and then shipped in refrigerator 
ears for hundreds and even thou- 
sands of miles and there sold by a 
retailer who would need no technical 
knowledge of meats and butchering. 
“This method of distributing meat 
products has not as yet been put 
into extensive operation pending the 
development of suitable apparatus 
for handling the prepared meats in 
the retail stores.” ; 

Upon being cross-examined by the 
Assistant to the Attorney General, 
Harold B. Teegarden, of the anti- 
trust division of the Department of 
Justice, Mr. Snyder said that the 
adoption of this new method of dis- 
tributing meats would necessitate 
the substitution or at least supple- 
menting in retail stores of present 
equipment by new specially designed 
refrigerator equipment. 

“However, present methods of re- 
tailing meats would not be immedi- 
ately supplanted, but for some time 
to come would only be supplemented 
by the new method.” 

In answering Mr. Teegarden’s 
questions as to the entrance of the 
national packers into retailing of 
foods and vegetables, Mr. Snyder 
said that “theoretically by entering 
into retailing of meats and foods 
with their present facilities the 
packers should have the same ad- 
vantage over the independent re- 
tailer as do the chain stores.” 


Extension of Method 


At the further instance of ques- 
tions by counsel for the packers, 
Mr. Snyder said that this new proc- 
ess was not confined to meats but 
had _ possibilities of being used 
extensively in the preservation and 
shipment of other perishable foods, 
including fish and fresh fruits, and 
that the ultimate expense to the 
consumer should be no greater than 
it is at present. 

Mr. Teegarden continued from 
Oct. 14 his cross-examination of one 
of the witnesses for the packers, F. 
E. Mollin, Denver, Colo., secretary 
of the American National Livestock 
Association. Mr. Mollin said: 

“If the packer were in a position 
to lower the retail price he could 
conduct a steady movement of meats 
into the consumer market to work 
in coordination with seasonable 
fluxations of wholesale and pro- 
ducer prices and production and 
thereby effect a considerable saving 
to the livestock grower.” 

He said that under the present 
system of retailing there was too 
strong a tendency toward constant 
prices and disinclination upon the 


part of the retailers in general to 


FROM BORDER TO BORDER 


The Richfield Oil Company is linking the Mexican 
and Canadian borders with 125-foot Neon airplane bea- 
cons placed every 50 miles along the Pacific Coast. 
Each beacon marks a Richfield service station. 


readily adjust their prices to whole- 
sale and producer prices. 


“The packer has a tremendous 
investment in the livestock industry, 
which the retailer does not have, 
and consequently he has the inter- 
ests of the producer more at heart,” 
he said. 

Asked if the retailer does not at 
present have such keen competition 
that he could as quickly reduce his 
prices to follow wholesale price and 
increase demand, Mr. Mollin said: 


Slow to Change 


“The retailer apparently does not 
think that a greater volume at lower 
prices is as profitable as high con- 
stant prices at lower volume. 

“Therefore he does not at present 
fluctuate his prices to conform with 
wholesale prices and seasonal over- 
production is not taken care of 
quickly enough to _ substantially 
benefit the producer.” 

Tyler F. Snodgrass, Denver, Colo., 
vice-president and a director of Mc- 
Marr Stores, Inc., operating 1,397 
stores throughout the Far West, 
was called to the witness stand for 
the packers. He stated that 487 of 


his company’s stores operate meat 
markets. 

Total meat purchases of the com- 
pany during 1929 amounted to ap- 
proximately $11,000,000, of which 
about $2,000,000 worth were pur- 
chased from the four big national 
packers, including Swift and Com- 
pany and Armour and Company. 

“Our company does no slaughter- 
ing. We purchase all our meats 
from packers and slaughterers and 
feel that we can do so at prices 
cheaper than we could do it our- 
selves. The attractivenes of having 
a complete foods store, and resultant 
increased sales, moved us to enter 
the retail meat business,” said Mr. 
Snodgrass. 


Foley Moves 
The Philadelphia office of the 
Richard A. ole Advertising 
Agency has moved from the Insur- 
ance Company of North America 
building to 1616 Walnut street. 


Knapp Transfers 
Charles S. Knapp is with the copy 
staff of James F. Newcomb & Co., 
New York, after serving Young & 
Rubicam. 


Slump Offers 
Opportunity 
for Publishers 


Bridgeton, N. J., Oct. 16.—The In- 
terstate Advertising Managers As- 
sociation, representing dailies in 
Pennsylvania, New Jersey, Delaware 
and Maryland, met for an all-day 
program at the Cumberland Hotel, 
October 13. 


John B. Geraghty, who is head of 
an advertising agency in Philadel- 
phia and is prominent in the activi- 
ties of the Poor Richard Club, was 
the principal speaker at the after- 
noon session. In a very frank and 
forceful manner, Mr. Geraghty 
vividly portrayed business condi- 
tions since the time of the stock 
market crash in November and 
pointed out the effect on the adver- 
tising field today. 


“It’s up to every one of us to 
keep faith with the advertiser,” he 
said. 

“We must cut out the waste in 
advertising by judiciously servicing 
our merchants and manufacturers, 
so that when business conditions 
are back to normal again, these 
same advertisers will have explicit 
confidence in us.” 


The speaker claimed that Wall 
Street is no longer a barometer of 
business as evidenced by the several 
reactions during the past year and 
that commodity prices were down 
on a level with 1913. 


“Since this is a buyer’s market, 
price appeal is essential to all adver- 
tising today. Fortunately there are 
less than three months to Christmas, 
which will give merchants and 
manufacturers a chance to recu- 
perate. Who can tell but that the 
Christmas business will be the turn- 
ing point, since the depression is 
more or less a condition of mind.” 


David Knipe, advertising manager 
of the North Penn Reporter, Lans- 
dale, Pa., and president of the asso- 
ciation, presided at both the direc- 
tors and general business meetings 
in the morning. The matter of pro- 
gram advertising and other forms 
of “holdups” that merchants have to 
contend with were discussed at 
length and practical suggestions 
were offered to offset the evils. 


The following committee was 
appointed to coordinate with the In- 
terstate Circulation Managers Asso- 
ciation for a meeting in March of 
next year at Scranton, Pa.: Harry 
Peterman, Register, Norristown, Pa., 
chairman; C. L. McIlvaine, Evening 
News, Bridgeton, N. J., and Benja- 
min P. Parrott, Evening Herald, 
Shenandoah, Pa. 


Those in charge of the program 
were Graham L. Schofield, pub- 
lisher, C. Wesley Stone and C. L. 
Mcllvaine, all of the Evening News, 
Bridgeton, N. J. The next meeting 
of the association will be held at 
Norristown, Pa., November 10. 


RUPERT} 


THOMAS 
AS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being ‘‘cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 


ing materials and equipment 


Oct 
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ADVERTISING AGE 


Explain Source of 
Fearsome Pictures 
in Mobiline Copy 


(Continued from Page 1) 
advertisements appear in more than 
100 newspapers. 

Backed by Radio 

The campaign is supported with 
radio advertising over a network of 
18 stations of the Columbia Broad- 
casting System, blanketing the 
Southern, Eastern and Middle 
Western territory. These programs 
are presented each Monday and Fri- 
day evening, featuring Phil Baker, 
noted accordionist, and Shaw and 
Lee, vaudeville headliners. 

“Supplementing these mediums,” 
said Mr. Nichols, “the products of 
the Sinclair Refining Company will 
also be advertised by an increased 
volume of outdoor advertising and 
display material of every type for 
filling stations and other dealers, 
local advertising by dealers and 
stations, and direct mailing of 
printed literature from time to 
time.” 

At the outset of the present cam- 
paign, which is scheduled for five 
months, major emphasis is placed 
on Sinclair Mobiline oil. Later, spe- 
cial campaigns will be launched on 
each of the company’s products. 

Spend Two Million 

During the coming year the Sin- 
clair Refining Company will invest 
close to $2,000,000 in all forms of 
advertising. 

With 15,000 dealers and filling 
stations handling the company’s 
products, the local tie-up with the 
national advertising will be an im- 
portant feature of the merchandis- 
ing program. 

On the motor oil line the dealer 
hook-up will follow the theme of the 
national campaign, “Mellowed a 
hundred million years.” A _ giant 
dinosaur is prominently pictured in 
all advertising and display material 
furnished to dealers. This material 
consists mainly of a weatherproof 
cloth streamer; a series of a dozen 
colored pennants to dress up the 
station; 12- and 24-sheet posters for 
outdoor advertising; enlargements 
of the magazine advertisements for 
store and station display; and book- 
lets for distribution to customers 
and prospects describing the “New 
Mobiline Law of Lubrication.” 

Winning the Salesmen 

In order to interest salesmen in 
the campaign and assure their co- 
operation, 25 sales meetings were 
held at Sinclair branches through- 
out the country. Photograph records 
made by officials of the company— 
including E. W. Sinclair, president; 
Lloyd C. Lochridge, sales manager 
of the lubricating division, and S. 
M. Morey, advertising manager— 
were a feature of these meetings. 

In these records the officials out- 
lined the principal features of the 
campaign, and urged sales co-opera- 


heard the salesmen were shown a 
complete prospectus of the cam- 
paign with illustrations. 

Each member of the selling force 
was also given two phonograph rec- 
ords made by the radio entertainers, 
in order to give them an added 
argument in their solicitation of 
new dealer business. 

The agency has devised a small 
balloon, which, when dilated, be- 
comes a miniature dinosaur. Dur- 
ing each radio broadcast listeners 
are invited to comment on the pro- 
grams, and told that those who do 
will be sent one of these balloons. 

Associated with Mr. Nichols in 
the handling of the Sinclair account 
are Robert Tinsman, president of 
the Federal Advertising Agency, 
and Fred Bruns, account executive. 


34 Newspapers 
Carry Copy on 
Substitution 


New York, Oct. 16—Keen inter- 
est has been aroused among na- 
tional advertisers by the “substitu- 
tion” campaign now being conducted 
by Pictorial Review to educate the 
buying public to “Refuse substi- 
tutes; buy the advertised brand 
every time.” Full-page copy in 34 
newspapers is being used. 

The idea for this campaign had 
been simmering in the minds of the 
publishers of Pictorial Review for 
some time, and the decision to take 
action was prompted when adver- 
tisers continued to ask: 

“Why don’t magazines and news- 
papers, whose space we use, help 
prevent substitution, and thereby 
make our advertising more effec- 
tive?” 

While substitution is nothing 
new, research by Pictorial Review 
indicated that it is becoming more 
wide-spread and definitely organ- 
ized. It is becoming increasingly 
common in some quarters to deliver 
unknown merchandise when an ad- 
vertised brand has been ordered. 

Profitable to Dealers 

The campaign, appealing primar- 
ily to women, and laying emphasis 
on packaged grocery products, car- 
ries a note to dealers. This quotes 
the recent Louisville Grocery Sur- 
vey to the effect that in spite of 
longer margins on _ unadvertised 
products, the advertised line is more 
profitable in the long run. 

Advertising agencies were ad- 
vised of the campaign in a 24-page 
book, 24 x 18 inches, in which the 
basis for the advertising was ex- 
plained. Pictorial Review added: 

“Even this advertising and vigor- 


tion. After the records had been|ous editorials cannot be expected to 
Advertising Age 
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stands in New York City: 
WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS Inc. 


Graybar Building 
490 Lexington Avenue 


THE NATIONAL NEWSPAPER OF ADVERTISING 
may be purchased at the following News- 
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While scaly monsters fought 
in PENNSYLVANIA | 


| 


do the job alone. We undertake only 
to lead the way—it is a task for 
everyone. Pictorial Review will be 
the first to welcome the support of 
every general magazine and wom- 
an’s magazine in the field.” 

The 34 newspapers being used in- 
clude the Times, Sun, Journal, Her- 
ald-Tribune, and American, in New 
York; Tribune and Herald and Ex- 
aminer, in Chicago; Los Angeles 
Examiner, San Francisco Examiner, 
Atlanta Journal, Atlanta Georgian, 
Boston Herald, Boston Traveler; 
Free Press, News, and Times, in 
Detroit; 


Minneapolis Journal, Kansas City 
Star, Kansas City Times, St. Louis 
Globe-Democrat, St. Louis Post- 
Dispatch, Newark Star-Eagle, Buf- 
falo News, Brooklyn Standard 
Union, Cincinnati Times-Star, Cin- 
cinnati Enquirer, Cleveland Plain- 
Dealer, Cleveland Press; the morn- 
ing and evening editions of the 
Public Ledger, Philadelphia; Phila- 
delphia Bulletin, Pittsburgh Post- 
Gazette, and Memphis Commercial 
Appeal, both morning and evening 
editions. 


Beauty Courses 


Barred in Schools 
Olympia, Wash., Oct. 16— 
Public schools of Washington 
cannot establish courses in 
beauty culture under the Vo- 
cational Educational Act, the 
Attorney General has ruled. 
Beauty culture is a profes- 
sion rather than a trade, the 
opinion said. 


“everybody reads the 


“ 
news 


Chicago Agency Gets 


Refrigerator Account 
Henri, Hurst & McDonald, Chi- 
cago, are now handling the adver- 
tising of the Westinghouse refrig- 
erator, manufactured at Mansfield, 
Ohio. 
plans are yet in an 
embryonic state, women’s national 
magazines and probably one general 
national magazine, with newspapers 
will be used. 


Join Four A’s 
The G. M. Basford Company and 
Louis H. Frohman, both of New 
York, have joined the American 


Association of Advertising Agencies. 


Jewelry House 
Concentrates on 


30,000 Prospects 


Los Angeles, Cal., Oct. 16—On 
the theory that of the 2,500,000 
people who live in Southern Cali- 
fornia, about 30,000 buy a large 
percentage of all the jewelry that is 
purchased, Brock and Company, one 
of the oldest jewelry houses in this 
section, have spent the major part 
of their advertising appropriation 
in the publication of a house organ, 
“Treasures,” for the last four years. 

This store magazine won first 
prize in its class at the recent ex- 
hibit of the Pacific Advertising 
Clubs Association. 


“Treasures,” which reaches the 
30,000 people hereabouts who own 
their homes, is edited by George A. 
Brock, vice-president of the com- 
pany, with the assistance of the 
Mayers Company, local agency. 

It is severely edited to appeal to 
the leisure classes regarded as the 
largest buyers of the company’s 


wares. The editorial content is 
confined to articles about subjects 
in which this wealthy minority is 
presumably interested and the ad- 
vertising is plainly labeled. 

“Treasures” is published quar- 
terly and an effort is made to pre- 
sent articles by authorities in each 
field. For instance, one recent issue 
contained ar article on opera by 
Merle Armitage, manager of the 
Los Angeles Civic Opera Associa- 
tion. 

Joe Perret, art director of the 
Mayers Company, supervises the 
make-up. The best typographical 
authorities have collaborated on the 
magazine’s dress. Enamel stock is 
used to set off the photography of 
Will Connell. 


Survey for Preserves 
Hughes, Wolff & Co., Rochester, 
N. Y., are conducting a survey for 
the Fruit Belt Preserving Co., East 
Williamson, N. Y., preparatory to 
placing a test campaign. 


Leaves A. B. C. 
The Audit Bureau of Circulations 
has accepted the resignation of 
Libraries, Chicago. 


+ and 


If this book does not 
find its way to the 
desk of every art di- 
rector, it should. We 
saw more real com- 
mercial art between 
its covers than we 
have seen in a long 
time. — Herbert L. 
Stephen, THE 
ADVERTISER, New 
York Evening Post. 


comment on the best advertisin 
United States, England, Germany and France in 


MODERN PUBLICITY 
The 1930 Annual of Commercial Arrt* 


Wrappers $3.00 


A WORLD SURVEY OF MODERN 


ADVERTISING ART 


Earnest Elmo Calkins, Sir William Crawford, 
Professor H. K. Frenzel and 


M. Tolmer select 
of the 


Just Published 


Lavishly illustrated in 
color, tone and line 


Cloth $4.50 


From your bookseller 
or 


WILLIAM EDWIN RUDGE, Publisher 


_ 475 Fifth Avenue 
New York 


*An illustrated international monthly devoted to the 
application of the visual arts to business and industry. Indis- 
pensable if you 
the copy; five dollars the year. 


buy, sell or create advertising. Fifty cents 
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one of the Brightest 
Spots on the Nation’s 


Agricultural Map 


Lady Fortune certainly smiled on Nebraska farmers this 
year! . 
First, a bumper wheat crop—21,000,000 bushels ahead of 


the 5-year average,—a yield so great per acre as to practically 
offset present prices. 


Next, better corn-growing conditions than in any other 
important corn state, placing Nebraska just under second place 
in corn. Entire corn crop practically matured. Anticipated 
yield is 3,000,000 bushels above the 5-year average. 


The largest small grain crop in the history of the state. 
40,000,000 bushels more grain than the 5-year average. 


Prevailing prices will give our Nebraska farmers more ready 
cash than they have had in years. 


$600,000,000 Farm Income 


Ask Government estimators about Nebraska. They say that 
Nebraska's farm income this year will probably exceed 
$600,000,000.00. 


Study Federal Reserve statistics. They show that retail 
business in Nebraska is excellent as compared with other sec- 
tions of the United States. 


Listen to Business Service advisers. They say Nebraska is 
one of the best states on the business map. They are telling 
their subscribers, “Sell your products in Nebraska this year.” 


Nebraska farmers HAVE the money. They ARE spending 
it. You should give Nebraska FIRST PLACE in your selling 
program this year. 


Reach Them Through 
THE NEBRASKA FARMER 


To sell in Nebraska, talk to the farmers. They spend three 
and one-half times more than town folks (outside Omaha and 
Lincoln). 


To reach them, use THE NEBRASKA FARMER, Nebras- 
ka’s only farm paper, published since 1859. Read weekly in 
over 124,000 of these prosperous farm homes, where 600,000 
men, women and children reside. They read it for its practical 
dollar-and-cents value. 


Your ads will be READ! No agricultural publication can 
show a closer personal relationship between publisher and 
reader than this paper. Notice—over 70,000 letters were 
received last year from subscribers. The paper is edited strictly 
for farmers. The publishers are farm owners. Contributing 
editors own and operate Nebraska farms and write from 
practical, every-day, farm experience. 


Write for Complete Details 


Our “Retail Sales” analysis proves that farmers are the big 
buyers in Nebraska. Our “Food” survey shows how our farm- 
ers buy advertised goods. Our “Nebraska Book of Facts” has 
the full story of this rich farm market. Write for your copies. 


‘THE NEBRASKA FARMER 


LINCOLN, NEBRASKA 


Member, Standard Farm Papers 
Daily News Bldg., Chicago 


Wallace C. Richardson, Inc. 
250 Park Ave., New York 


October 18, 1930 
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